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PREFACE 



The revision of- this manual was developed under, a project, 
initiated by Dr. Ron Harris, Director of Cooperative Education 
at Montana State University. Dr. Harris also served as > editor .6f 
the manual. Funding for the project was provided by the Office 
of Public' Instruction and coordinated with Redina Berscheid,. 
Supervisor of* Marketing and Distributive Education for the State 
of "Montana. ' ' v 
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' • FOREWORD 



: i While vocational teacher 'education has many goals and objectives,' 
on^e; of the top priorities remains that of^equipping teachers wftft the 
mosjt up.-rto-date and~xurrent methods of teaching. Toward that" end , 
ma)fiy strategies are employed. And certainly itx distributive education, 
one of the prime strategies is to acquaint . feachers with the changing 
fieiLd of marketing as 'integral to the process of sound vocational 
education,, while^ providing up-to-date distributive education curriculum 
guidelines. 

. ' \ •*• . ■ ■' ' v • 

7 Within the. past ten year, the field 'of marketing and distributive' 
education changed dramatically. New products, new rules and regulations, 
new%§thods of operation, new marketing techniques.]. have all. become 
part and parcel' of the changing business environment; To do the job 
thoroughly and competently, distributive education teachers need to 
rbe-upcteted - Irn-tfre myriad of changes taking place ih marketing, while 



having state-of-the-art ^materials at their fingertips. That has been 
the purpose of this revision of the Montana Distributive Education 
Curriculum Guidelines. It is the author's hope that this revision 
assists Montana's fine distributive. education teachers Wittv a timely, 
useful, and provocative teaching information. ? .; 




IMPLEMENTATION GUIDE 
. FOR 
DISTRIBUTIVE : EDUCATION 

♦ 

■ U 

Introduction " . . 

» 

These distributive education guidelines owe much to the dedicated 
group of distributive education teachers and students who, iri 1976, 
drew together the first set of distributive education guidelines. 
At that time the three following reasons were given 'for developing 
the distributive education guidelines. * . , ' 

First and foremost, there was a need to gj»ovide 
instruction that was based on the job requirements for 
key marketing occupations in Montana. 0 A second reason , 
was to provide a degree of continuity throughout the 
State and yet meet the specific needs of local programs'. 
A third reason was to provide a teaching tool that in- 
cluded performance objective?, teaching strategies* 
t class projects and the most current instructional . • . 

resources. Through the curriculum, distributive education 
students will be better prepared to enter and advance in 
the marketing career they have selected. 

Each of .these reasons are as x valid today as they were eight years 
ago.^ In fact, each of these teasons have been activated into * 
...accomplishment in the State of Montana. There is excellent ins true tio 
in distributive education in Montana today. There is also a degree 
of continuity throughout the State while individual specific needs 
are met in local programs. Finally distributive education students 
are. better prepared 'to enter and advance in their chosen marketing 
career. • • 



Curriculum Revision 
/ 

The 1984 revision of the distributive education guidelines has 
taken place in a sequence of events, not unlike, the 1976 edition. 
First, marketing educators from throughout the. State -of Montana 
were contacted and asked for suggestions regarding the Revision. 
Following these discussions, marketing programs and curriculum 
^guidelines from throughout the United States were reviewed. Finally," 
projects, contents and competitive events were all studied with an , 
awareness of the dist^nctives of marketing education in Moritana. 

■ . f . . ' . . ■ . • 

As a result of these sequence of events, the ^84 curriculum 
guidelines ^ere revised, building in large measure upon the 1976 ' 
edition. .The , following changes have been made: 

J* * • " v jj' , ' 

1. ) All resources were updated and significantly expanded;, 

2. ) Case studies were developed for each of the units of 
1 • instruction; 




•V 



* - . ... /« f • ' ■ . 0 ' 

3. ) A new section focusing on marketing and economics wasj 
• •' . added; * ■ ; . A • 

« * 

4. )S 'A net/ ^section on entrepreneurship was included 

■ •• '•' • :<is ■.; " . >. .. ;"" " v 

5. ) A new section on. micrpcoinputers was added; V; • . 

6. ) Competitive events in each of the written events were 

selected, from the w multitude available; and: ■/ 

7. ) "Additional Resources" pages were added after several of 
& \ . thej sections. 11 ' > 

' s ' ■ ■ v ■• • . 

Guidelines Format 



The Montana distributive Education Curriculum -cliidelines^cqnsJLst 
of two parts: ■ ■ 1 

» . .' • * '■ ... 

/ 1.) Curriculum (Performance Objectives, Instructional Outlines, 

Key Occupations hnd Instructional Resources). Each of 

'•' these categories is defined as followsf 

■■ ■ ■ . * 

Performance Objectives — : a means of statiiig what 
t.he« students are to do, l^arn, and know from, 
their encounters .with a particular unit of 
. ° ■ instruction. . " * 

Outline — a brief summary of topics, subject 
materials and Ideas which. correspond to ■ 
what the studeftt needs to learn or to know.- 

Occupation^each performance objective and, 
... outline given in each unit* of instruction 
relates to one 017 more of the 18 key occu- 
pations.. These 18 occupations and the 
corresponding occupational code numbers are 
listed in another sedftion. 

Instructional Resources — te»t£oolcs, /ilras, . 
* articles, etc., which riiay be used by. the 
instructor in teachinjg a "specif ic unit of 
\ instruction. ~ 

r 

2.) Competitive events for each of the written events. 

■ . . ■ ■ - • 1 

Use df the Curriculum .Guidelines .■ * 

■ # . . . 

Distributive Education teachers will find these guidelines 
easy to use and filled with useful and helpful teaching Information, 
Simply flip to the unit of instruction you ate about to teach, 
view the. Performance Objectives, Outline of Topics, Occupational 



Codes and Resources, and the" teacher is assured of an up-to-date, 
relevent teaching guideline. Case Studies can he f o*md at the- '• 
end of each of the units, while Additional Resources are available 
at the conclusion of the units as well. 



Suggestions for Change' 



r. 



• ■ - • * 

Any suggestions for change in. subsequent editions fire heartily 
welcomed. Write ,to: Supervisor of Distributive Education, c 
^pffice of Public Instruction, Helena, MT 59601. 



v • 
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OCCUPATIONAL CODES 



. » ' i . ■ . • • 

Occupation 
Cashier-Checker \ * 

j 

• • - . ■" "v ; i • ■ * 

Waiter-Waitress ' - 

Hptel-Mdtel Clerk 
. Shipping Clerk 
. Receiving -Clerk •/ 

d - . 

Stock Clerk • .'* ... 

■ 'Advertising Sales. * ■■ 

' Insurant Sales : 

Retail Sales, ' .-" .." 
" " Retail Clerk * / . 

Food Counter aftd Fountain Clerk 

^ * ■ 

■Wholesale- Sales 
. " Outride Sales . ; : 
Service Station" Attendant 
Wholekle-Retail Buyer • •'' ' •/ 
-.Department Manager-Retail Food 
•. Deaprtment He"ad-Retail . * 
t ■ ^ Restaurant Manager . 



Number- 
1 
2 

" 3 
4 

5 . . 

*6' • 
.7 

■ 8 '' 
. 9 

fo 

''11 
12 
13 

14 . 



15 



1,6 
17 
.18 
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.. \ ' ' " Introduction 

* —i * 

■-. ... , Introduction to Marketing ■ and 

\» ■ Distributive Education ' r3 % 

" -I ' ' \ ■ ' • 

The subject of marketing, is V fascinating and interesting one. * In large 

measure, ' student^ will gain much of their enthusiasm for the subject based on 

' ■ - ' ■ ' * 

the D.E. teacher's enthusiasm for the subject v V ■ ■ e 

• \ 

• Many of the skills in this unit are life-long. Concern with careers, finding 
a job, acquaintance with the ' basic^. busines^environment-each of these subjects 
are of real, personal interest to students. Their impressions of how to find 4 

a: job. and evaluate career options will go with -them for a lifetime . • Is there — 

some fresh, new or exciting way in which „this material may be presented?- "• ■ 

The case studies* at the conclusion of this unit, and the additional resources 
listed; may be of interest to you in preparing this unit of instruction. 
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'NIT: INTRODUCTION TO . MARKETXNG: AND I^ESTRIBUTIVE 0 EDUCATION , 



TOPIC: 



Introduction to Ma r keting 



Performance Obj ective^ 



A.'«Each student will become aware c 

of the. careers related- to — 
. ■Tharketin& and distribution. 



B. The student will be able to 

define and/or explain marketing. 



4 



r 



Outline 



! Occupations 



B-l ThS aspects of market- 
. ing, distribution, 

merchandising, & 

management • 
B-2 Workers in marketing- 

approximately one-half 

of all. Employed workers 
• in> the U.S. are employed 

in marketing. 
B-3 History of marketing * 



ALL 



ALL 



Resources 



l « Marketing , 3rd Ed., Mason /Roth & Ross, 
Gregg. McGraw-Hill;. Chapters 1,2 & 3, | 
pp. 2-29. ' ■ 5 

2. Marketing In Action , 8th Ed., Warmke, 
Palmer and Nolan; Southwestern Publish- 
ing Co., .Chapters 1,2 % 4, pp. 2-H8.'. 

3. Modern Marketing, Rachman & Romano, The 

Dryden Press; pp. 4-13. 
*». Marketing, Wentz, West Publishing Co."; 
pp. 2-10, .15-1.6. 

5. Transparency Set 12.002, "Introduction 

, to. Distributive Education,". Montana D.E. 
Library , 

6. EconSmics of Distribution / Qccupation 
Manual;. McGraw-Hill Book Co., Chpt.l. 



* ; ' ^ . 

o i 0 . . - " 

z# ... 

■ 13 ' 



UNIT: , INTRODUCTION TO MARKETING 



TOPIC: Introduction to Marketing 



AND DISTRIBUTIVE EDU CATION 
(Continued ) " 



Performance Objective^ 



C; 'The student- w|ll be able to 
• identify the institutions and, 
fuoctlons of marketing and the 
channels of distribution. 

• • • ~ v 



♦ 



1* 



Outline 



C-l The process of marketing 
institutions-producer, 
distributor^, ' consumer" 
C-2 Functions of marketing- 
buying, selling, tf . 
finance, transportation, 
storage, risk bearing, 
promotion, and market 
information 
C-3 Channels of distribution 
a. Producer, consumer 
Producer , wholesaler , 
retailer, consumer 
Producer, ag&nt, 
wholesaler., retailer, 
consumer 



Occupations 



ALL 



b. 



c. 



Resources 



l. 



3.- 



4. 



Marketing , 3rd Ed.', Mason,,, Roth & Ross, 
.Gre^g McGraw-Hill; Chapter J4, pp.29-41 
•Marketing In Action ,. 8th Ed., Warmke,. ■ 
Palmer and Nolan; Southwestern Publish- 
ing' Co t , pp. 2k, 9B, "lif-tib. 
Transparency Set 12.002, "Introduction 
to Distributive Education, " Montana 
D.E. Library. 

Fundamentals of Modern Marketing , 2nd ••' 
Ed., Cundiff, Still and Govoni; Prentice 
Hall; Chlpter 13, pp. 267-282. 
Marketing Principles , Nickels; Prentice 
Hall; pp. 270-292-. 



• UNIT: . . introduction to Marketing and DiSTRfBUTiVE education 

— _^ —i . . . L .. 1 . ,, , ' 

A 

TOPIC:" Introduction to Distributive Education • 



Performance Objecti ve^) 



A.' The student will be afeeto 

-■ explain the goals and the 
~* structure of the aistributive 
education program. . 

4- * 



B. The student will be able to 

describe the role of. the, class- 
room and €he subjects covered ' 
within, the D.E. program. 



C. 



The student will be able to define 
and. explain the function of DECA, 
its goals, and activities. 



ERIC 
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Outline 



A-l Define distributive 

•education-*. 9 
A-2 Gba>s of distributive 

education " 
A-3 Structure-of the D.E. 

program-the *cia£sro6m, 

DECA, the job 

B~l Role of the classroom 
B-2 Subjects covered in the 
classroom 



C-l Definition of, DECA 
C~2 Goals of, DECA 
C-3 Parlimentary procedure 
C-4 Club activities 

a. Financial 

b. Professional 
. c. Civic' 

d." Social 
C-5 e. Election of officers 



2. State 
3* National 
Competitive activities 

a. Local 

b. State 

c. National 



. 4 



Resources 

Guide for Distributive Education Teacher. 
Coordinators, Montana State Dept. of . 
Public Instruction; pp. 16-17. 
Transparency: Set 12.002, "Introduction 
to Distributive Education, 11 ' Montana* 
D.E. Library. 

Guide for Distributive Education Teacher 
Coordinators, Montana State Dept. of 
Public Instruction; pp. 16-^17 & p. 26. 

National DECA Handbook. 
Transparency Set 12.002, "Introduction 
to Distributive Edu'catior), " Montana 
D.E. Library. , 

Roberts Rules of Order., Revised. 
Guide for. Distributive Education Teacher. 
Coordinators, . Montana State Dept. of 
Public Instruction; pp. 92-93? 109. 
Cooperative Occupational Education, 

' 3rd~Ed ."M^bum , Haine3~#-Fur t ako ; 

pp. 295-320. 



• ♦ 



J- 



UNIT:- INTRODUCTION TQ MARKETING AND DISTRIBUTIVE . ED UCATION ' 
TOPIC:'' Introduction to Distributive Education (Continued) • 



/ 



Performance Ojjj gcjjvg^ 



D. The student wiU be. able to 



* » 



explain the role and -responsi- ' 
*bilit«ies of. a cooperative 
edttektion studerVt.. 



9 
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Outline 



\ ... 
Occupations 



E>~1 Student responsibilities 
a v .To.thCs^hool : - ■ 

To* tfta-. D.E. program 
, ~ c v: To ' the t ra "i n iv^g 

station • ^ 

d. To -parents • 

e. To himself 
D-2 Student records 

a. Importance • and' need 

b. Wage and, hour, 

c. . Training.. plans and 
agreements'" ■ 

d"* -Training ^station, 
report " :' " :•• 



Resources 



1>- Guide for JDis'tributive. Education Teacher 
^ Coordinators-, Monfeafia ££ate Pept of "' • 
x ' Public Ip^truc'tion; pp.' 58-62. . . * 
2 /.Successful • Cooperative Education, Career 
. W.orl<d,. Inc. , "What Is Cooperative - 
...Education All About." Slides arid 

cassette, Montana D.E > Library. * ». 
3- Montana Cooperative Education Handbook , 
Montana State Office of Public In-. 
• sltructiori; $p.. 2 r 4. . , ■ , 

C ooperative Occupational" Education , 3rd 
..Ed., Mason, Haines Furtado; pp. 97-119 
" 217-253. 
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UNIT: INTRODUCTION TO MARKETING AND DISTRIBUTIVE EDUCATION 



TOPIC: Introduction to Qareers in Marketing 



Performance Objective^) 




:0 



r 



The student -will be able to : 
discuss jobs available in., 
marketing and will be a"ble to ■ 
list interest and . aptitudes, 
personal information,* and- other 
information : neecled to make an 
Intelligent choice about a job! 




On 



ERIC 



Outline 



A-l Purpose of unit~a ALL 
program of study about 
career opportunities 
in marketing and ■ 

. • ■ •' distribution . 

A^2 Define 'the word "career" 
$M related terms: 
vocation, tra&e, v <?raft, 
profession, job, etc. 

A-3' The importance of career 
planning /\ 

A-4 Present several jobs'' 
. available today Lr>, 
: "W?ketihg 

A-5 What do you need t'tt- know 
' . to choose an occupation? 

a. What you need to ki)ow 
about yourself- 
inte^sts and . aptitudjes. 
Uses of interest . and 
aptitude tests such , 
as the OVIS & GATB 

b. What you need to 
know about a job. 
Use Job Description 
Form in C.I.U. or 
pull pertinent infor- 

. mation needed from ar 
occupational handbook 



Occupations 



Resources 



1. 

2. 

5:- 

6. 



. Retail Merchandising: Concepts and 
Application , 9th Ed. y->Samson, Little & 
Wihgate; Southwestern Publishing Co.; 
Piy 520-28. \. \ 

Retail. Management : A Strategic , Approach , 
Berman & 4 Evans; Macmillen Publishing 
Co.; pp.. 8-13. • ' ■ f 

Modern Retailing: Theory .and Practice , / 
Mason & Mayer; Busirfess Publication 



Inc. [ pp.. 580^605* 

Marketing , "3rd\Ed., Mason, Roth & Ross, 
Gregg McGraw-Hi\ll; pp. 29*39. 
Marketing In fiction , 8th Ed., Warmke, 
Palmer and Nolan; Southwestern Publish- 
ing Co.; pp. 413-18. / ■ 
"Your Future in Retailing." Slides and' 
tape, Montana D.E. Library. Career 
\ Information Unit for Distributive 
Education v Ohio D.E. Materials Lab, 
Teacher ! s Manual, p. 10, Appendix for 
OVIS & GATB.. 

7. Films relevant to this section are 

* available in your ^chool district, the 
Montana. D.E. Library ,. ajnd the Montana 
State Film Library. Ex.: "Job for Men% 
"Jobs for Women", "Jobs in the World of 
Work"? McGraw-Hill Films. 

8. Occupational Outlook Handbook , U.S. Dept> 
of Labor , Current Ed., Bureau of Labor 
Statistics.. 

9. ■ Career Information Unit for Distributive 
Education , Ohio. D.E. Materials Lab., 
.Teacher's Manual, pp. 8-12. 
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UNIT:' • INTRODUCTION TO MARKETING AND DISTRIBUTIVE' EDUCATION 

r * = '- : : 

TOPIC:-' Introduction to Careers in Marketing (Continued) 



ormance Objective^) 



B. The student will be able to 
recognize the clusters that 
. make up the occupational field 
of -marketing and. identify the 
clusters he or she wishes to 
explore. 



\ 
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Outline 




c. Personal informatio 
. that would help r/eiatfy 
an individual to, 
pob: hobbies', clubs 
personality, physical 
attributes, aptitudes, 
. . etc. 

B-l Explore the 25 C.'I.U. 1 ALL 
clusters 

a. With overhead 

transparency list-' 
ing 25 clusters, 
. discuss each cluster 
in„ terms 
* of definition, 
x related occupation 
or industries. 
B-2 Have each student 

identify a cluster (on 
. clusters) which he or 
she* wishes Jto explore 
.in order to help 
determine an occupa- 
tional objective. 
B-3 Fornr small groups of 
like cluster choices 
and proceed through 
cluster, assignments 
as outlined in Student 
Handbook of the C.I.U. 
as instructor desires. 



Occupations 



Resources 



10.. ".Your Future In Retailing, Slides ' 1 
/ and tape, Montana D.E. Library. , Career 
Ihf ormatidn Unit 'for ' Distributive . 
Education ," Ohio D.E. Materials Lab., 
Teacher f s Manual p.' 10,. Appendix for 
OVIS and GATB.V 



!• C.I.LL for D.E. , Ohio D.E. Materials 

Lab, Teacher's Manual, p. 11 and 

Student Handbook. 
2. Cooperative Occupational Education , 

3,rd Ed., Mason Hainesf & Furtado; - 

pp. 43-44. ' 
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UNIT: , Introduction to marketing- and distributive education 



TOPIC: Business Environment 
: «m~ 



Performance Ob 



iective^L 



A. 



The student will identify 
the steps through which a ' 
specific, product must pass 
"bef^re^t"T'eachfs~th , e™uTtlM*tS" 
consumer as a. usable, product. 



B. The student will identify 
features of the American 
economic system. 



C. The student will list the 
elements needed for a 
successful business venture 
and the motives for entering 
such a venture. 



oo 
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Outline 



.A-l Industrial- businesses 

a. Mining 

b. .Manufacturing 
cT" Construction 

A-2 Commercial businesses 

a. - Marketing institution 

b. Financial institution 

c. Service, institutions 

B-1 Capitalism 

B-2 Modified Capitalism' ■ 



C-l Land 

C-2 Labor 

C-3 Capital ' ■ 

C-H Management . * 

C-5 Demand 

C-6 Supply 

C-7 Price 

C-8. Competition 

C-9 Profit . . 

C-10 Service 

C-ll Social responsibility 



Occupations^ ^ 



(f) 



ALL 



.ALL 



ALL 



Resources 



1 v Business "Principles and Management , 6th 
.. Ed., SKilt, Everard,. Johns; Southwestern 

Publishing Co.; pp. 3-22. . 
2. Business In Action , 2nd*Ed., jrfittal, 

Burke & LaForge; McGraw-Hill ;, pp. ^-17. \ 



1. . Retail Merchandising: Concepts an,d 

Applications, 9th. Ed. , Samson, Mttle & 

2. Business Principles and Management , 6th 
Ed., Shilt, Everard,. Johns; Southwestern 
Publishing Co.; p. hk. 

1. Business Principles and Management ,. 6*th 
'Ed.-, Shilt, Everard, Johns; Southwestern 

. Publishing Co.; pp. 39-49. . J 

2. Retail Merchandising: Concepts and 
Appl icatidns , 9th ■ Ed . . Samson . Little & 

^Wingate; Southwestern Publishing Co.; 
' pp. 20-30. . ' , 



2o 



UNIT: introduction to marketing and distributive education 

• t — ■ — 1 : • 

TOPIC: ' Business. -Environment (Continued) 



Performance Objective^) 



The student will list the main 
types of business ownership and 
be bale • to' |ive the advantages 
and disadvantages of 'each. 



r 
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Outline 



D-l Sole Proprietorship 
D-2 Partnership 
D-3 Corporation 

a. Holding Company 
• b. Cooperatives 
•c-. Mutual Companies 



r 



Occupations 



aLl* 



Resources 



1. Dynamics of AmericarT Business , Just is;.; 

Prentice Hall Inc.; pp. 41-59. 
2m Marketing ,. 3rd Ed., Mason, Roth and 

Ross, Gregg " McGraw-Hill; pp. 26-28. 



v 
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UNIT: INTRODUCTION TO MARKETING AND DISTRIBUTIVE ED UCATION 
TOPIC: Job Finding and Orientation 



Performance Objecti ve^) 



Outline 



Occupations 



Resources 



A. 



B. 



The student will -be able to 
identify the personal qualifi- 
cations needed for jdb success 
in the fi£ld of marketing. 



The atudent will be able to list 
the various places where 
employment information can be 
secured. ■ ' . 
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A-l Personal qualifications 

a. Physical character- 
istics 
1. Grooming 

« 2. Speech 
3. Posture 

b. Mental'. character- 
. " istics . v 

1. Attitudes 
s 2: Consideration 

3- Emotional stability 

Br-1 Where to locate a 
postion 
" ■"a. Newspaper " 
6. State Employment 

Agency- .... - — 

c. Private employment 
agency 

d. 'Friends and relatives 

e. Signs in windows 

f. Student placement.; - 
Centers 

g. Employer himself 

i/ ■ ■-. - 



ALL- 



ALL 



ly -Professional Development > • Wilkes- ..and.~_ 
Crosswait; Harcourt, Brace &• Javanovich 
pp. 50-73, pp. 80-101. j 

2. Job Orientation, The Employment 
Interview , Harry R. Moon, 2 Vol. with 

A slides, cassette, and transparencies; 
Milady Publishing^Corp. , Montana D.E.. 
Library. 

3. Job Interview , International Film 
Bureau, Four filmstrips arid records, 
Montana D.Ei Library. 

1. /Professional Development , Wilkes and 
Crosswait;; Harcourt, Brace & Javanovich 

— pp; 4-23." ' r ■■ — 

2 - Your Job in Distribution , Beaumont & 
. L¥hgen ;- McGraw-Hill ; ppv. 40-49 , ' 
pp;. 60-126. . - 

3. ' . Rett a i 1 Me r chand isi ng : Concept s and 

Applications , 9th Ed., Samson. Little- & 
Wipgate; Southwestern Publishing Co.; 
Z : - ^* 520-524. 

4. Succeeding in the World of Work , 
Kimbrell & Vineyard; McKnight Publish- 
ing Co. ; pp. 21-25. 
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UNIT: INTRODUCTION TO M ARKETING AND DISTRIBUTIVE EDUCATION 
TOPIC: J ob Finding and Orientation (Continued) 



Performance Qbiecthrefe) 



The student will be able. to- 
demonstrate the skills needed, 
to apply for a- job 'successfully 
and portray ah appropriate . 



* 
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Outline 



C-l Applying for a position 

a. Application letter 

b. Application forms 

c. Personal data sheet. 

~^"'dr~Interview . m ■ 

1. Dress 

2. Manners 

3. Posture 

4. Attitude 

5. Speech , 

6 . Paper-complete 
information to 
have with you .. 

e. Testing 
Lil^, Dep arture ■_ :. ~ 



g* Follow up- 



Resources , 

in 

Professional DevelopTOe^t- r^iik^g-T-a-nd 
Crosswait ; Harcourt , Br^ace & Jovanovich 
v pp. 24-44 . . . 

Z~- - .Retail Management: A- Strategic Approach 
Berman & Evans; Macmillan Publishing 
Co.; pp. W5t609. 
3 . Retail Merchandising: Concepts and . 
• ■ - - Applications , 9th Ed.., Samson Little & 
Wingate; Southwestern Publishing Co.; 
pp. 525-25. . - > 
• Re tail Merchandising , 7th Ed., Wingate 
. % and Samson;. Southwestern Publishing 

. Co., .Chapter .19, pp 588-596 , ' 597-604 , - 
605-608. 

,5 . ^SaG£esMul,..-£^ : ,- 

Career World Inc., slides and cassette, 
"How Will I Acquire My First Job and ' 
Progress In It?" "As a Young Worker, 
' What New Responsibilities Will I Face?" 

: Montana D.E. Library. 



tWIT: INTRODUCTION TO MARKETING AND. DISTRIBU TIVE EDUCATION 

■ " *- 1 " . i . — . \ 

Job Finding and Orientation (Continued) 



• • * 



Performance Objerth^) 



D. The/ student, will be able to 
explain legal ". requirements 
and identify the records. 
* needed for employment. - 



E. The student will be able, to ' 
. describe the stor^ procedures 
necesssiry. for employment. 



N3 
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Outline 



Occupations 



.T)-l .Legal requirements 

for- teenage employment. 

a. School wor^c permits 

b. Social Security 

c. Physical examination 
: »d. -Wage and hour laws 

' " *e„ Bonding 
.f« Age 

E r 1 First day 

a. Store procedures 
T. Check in time . 
2. Closing duties 

" 3. Sick call * 

b. Location of 'facilitie 
- 1. Lockers 

, « 2. Restroom 

' 3- Employee lounge 

.V" Time- clock 
fr. Store organization 
•knd lines of authority 



ALL 



ALL 



Resources 



1. " State Employment Agency 

2. Wage and Hour Laws , State of Montana- 
Dept. ofl^Labor, Helena,* Montana. 



*\ R e tail Merchandising: Concepts and 
* ' Applications , 9th Ed., Samson, Little 
' y & Wingate; Southwestern Publishing. , 
Co.; pp. 1/8^185. 
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UNIT: INTRODUCTION TO MARKETI NG AND DISTRIBUTIVE EDUCATION ' , 
TOPIC: Job Finding and Orientation _ (Continued) 



Performance Objecti ve^) 



F . p - The' student ' will ' be al^le to . 

state cqmjpany policies and 
. .'v regulations' related to his or 
s her ; employment . . 



* 



^.'^The student will discuss the 
" -> injportafnt isfeues of business 
etjhics. 
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Outline 



F^l a ; Company poijcieg ^ 

a. ■ Internal * 

• 1 . ^Employee \ /■ 

2. Merchandise lines 
.1. . 3. Service policies 

y \' 4. Promotional 

5. 1 Handling cash'and 
- : checks , • ' ' m 
.b. External 
1* Customer 
.2. .Suppliers 

3. Community ' - 
• * 4-- Competitor- 

G~l Business ethics \- 
'.a. Importance 

b. Students ,v.« 

. i responsibility to 
/ ;y < *,:. their ;&tore ^ - ; 

c. . Store? s s 

>res,f^nsibiiity to f 
lv Employee 
2. ; Community 
d/ : Better Business t * . 
"■■ Bureau* •■ 



Resources 



JL^ .Market in& 4 -3rjL-£d^Jdason , Roth & Ross, 
• Gregg McGraw HiU; pp. 392-399. 



1* Djnamics of American Business , Justis; 
Prentice Hall -Inc. ; pp. 24-27. 
• Introduction - to Business , 3rd Ed.; 
Perlick and Lesikar; Business Publica- 
tions Inc. ; pp. .68-72. 
3* Business.. In Action , 2nd Ed. y , . Bittal, 

Burke and 'LaFdrge; McGraw Hill; 
■ pp. 484-49 1*. ; 
4... Professional' Development , Wilkes & 

Crosbwait; Harcourt^ Brace & Jovanovich; 
pp. 241-252, ' > . 



Additional Resources* 



INTRODUCTION TO MARKETING AND D.-E. 

Second Effort/ Vince Lombard 1 . .Montana D. E. Materials Lab.. 

Is a Sales Career for You? , Career Resource Films, Counselor Films 
Inc., Philadelphia, PA. . • .. 

-Is.„a_.Carger. in the,. Hotel-Motel .B,uslness...f or You ? , Career-Resouxce .. .._ 
Films, Counselor Films Inc., Philadelphia, PA. ' 

Is a Caree r in the Service Industries for You? . Carerr Resource " < 
Films K . Counselor Films Inc., Philadelphia, PA. 

Is a Car eer in Finance, Insurance or Real Estate for 'You/ , Career 
Resource Films, Counselor Films Inc. , Philadelphia, PA. 

.Fundament als of Marketing; The Product, Pricing, Channels of 

Distribution , Eberhardt E. Scheuing, Gregg McGraw-Hill, 
• ■ New York, NY. 

The Prese nt &. Future Contributions of American Small- Business , 

Sloan, National Business, 600 : Maryland Avenue-, Washington, D.C. 20024 

"Task and Competency Outline, for Secondary Marketing and Distributive 
. Education," Marketing and D. E. Curriculum Guide . Michigan State 
University, pp. 1-9. 

■ t 

"Introduction „to Marketing;" Marketing and D. E. Curriculum putlines 
for Nebraska-Marketing I , University of Nebraska, pp. 5-9. 

"Your Career in. Marketing," Marketing in Action .Waronke f Palmar, 
Nolan, pp. 413-418. ' • 

"Forms of Busiriess Ownership," Market ing< ; Mason. Rath. Ross, pp. 26-28. 

"All You Need to Know. When Making Application for Employment," 
M. H. Lindback, pp, 1-10..-" ; 

"Banking on Marketing," SteVen Mintz, Sales and' Marketing. M anagement. 
June 6, 1983, pp. 43~>38. : ~* " 

i 

"Converse* Breaks Into a. Run, "Al Urbapski , Sales and Marketing 
Management , December 5, 1983, pp. 41-42. 



Introduction 



Human Relations & Communications 

•There are presently a number of documented studies that stVess the'im- 
• • ' • ' .'im- 

portance of human. relations to- success on the , job as well .as in other life- 
settings. Good communication' skills are among the top two criteria of Fortune 
500 . companies. Recruiters and. employers increasingly ask for students who can 
communicate effectively. Do students in D.E. understand the significance of 
<■ these very important skills to j^heir life-long success? 

The updated material, resources and case studies in this unit should aid 
^ you in driving home to students the importance of these skills. " 



UNIT: HUMAN RELATIONS AND 'COMMUNICATIONS 



TOPIC: Human Relations 



Performance Objective^) 



Outline 



A. 



B. 



■Jb. 



Each student .Will become aware, 
of the careers related to human . 
relations and communications. 

> 

Each student will *be able to 
describe basic concepts 

necessary for effective human 
relations. 



Each student will be able to 
demonstrate the characteristics 
of appropriate business-like 
appearance. 



H 
On 
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B-l Philosophy and psycholo 
B-2 Attitude 
TB-3 Relevancy to 
/ . occupational success. 
B-4 Business atmosphere 
B-5 Public relations 

a. Employee-client 

b. Management-client 

c. Community 

B-6 Managefoent-efoployee 

relations 
B-7 Co-workers relations 

C-l Business-like attire 
C-2 Personal hygiene 
C-3 Grooming 



In . 




Occupations 



ALL 



ALL 



ALL 



Resources 



!• Retail Merchandising: Concepts and • 

Applications , 9th Ed., Samson, Little & 

Wingate; Southwestern Publishing Co.; 

pp. 529-36. ... 
2. Your Attitude is Showing , booklet. and 

manual, Montana D.E. Library. 
3 • ' Human Relations at Work , 2nd Ed . ; 

Eggland ^Williams; Southwestern 

Publishing^Inc. ; pp. 2-13. 
•4» Succeeding in the World of Work , 
' Kimbrell & Vineyard; McKnight ■ 

Publishing Co; pp. 124-136. 

1. ^Professional Development , Wilkes & 

Crosswait; Harcourt, Brace & Jovanovich* 
Dp'. 50-78, pp. 1.12-142. . 

2.. Dress for Success > Mai lov: Viking Press 

3. Personal Development for Girls T Montana 
D.E. Library. • 

4. Personal Development for Young Men , 
MpntanaD.E. Library. • 

5. Succeeding in the. World of Work . 
Kimbrell & Vineyard; McKnight Publishing 
Co.; pp. 151-152. • 
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UNIT: . HUMAN RELATIONS AND COMMUNICATIONS- 



TOPIC: Comm unications 



Performance Ob )ectW<;> 



Outline 



$ach. student will be able to 
use effective written communi- 
cations in a variety of 
situations. ■ v ' ■ . 



\ 
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4 



A-i Communications skills 
a". Plan, "the message 

b. Prepare . a- rough 
draft 

c. Five C's * 

1. Courtesy . v 

2. Correctness- . 
3* Clearness 

4. ^Conciseness 
- 5. Completeness 

d. Write for reader 
,A~2 Informal written 

. communication 

a. Memorandum 

b. Order 'taking 

■ c. -Pre-printed form 
A-3 Formal written 
communication 

a. Business letters 

b. Report writing 

c* Application letter 
and resume 
A~4 Reading skills 

a. Types, of reading 

1. Skimming. 

2. Scanning 

. . '3. Intensive 
' b. Comprehension 
•q v Sp^ed 



all 



Resources 

1 — ■ — — — . — i. .. . — — — .. .„ - • v 

1. , Professional De-velopment ■, Wilkes & . ..' 
Crosswait; Harcourt, Brace & .Javanovich; 
pp. 170-196. . . ■ 
.2. Communications for D.E. Students, Manual' 

Montana D.E. Library." ■ 
"3. .Communications , Manual* and transparen- 
cies, Montana D.E. Library.. , . 
H. Refer to: (reading skills resource) 
Ms . Rita- Brow nlee, Supe rvi apr ' . 
Reading & Language Arts 
Office of the State .Superintendent 
State Capitol 
. Helena, MT 59601. * 
5 . Communications in Marketing ,. . Rowe and' 
* Jimmerspnj McGraw-Hill, 1971 Chapters 
. 4 (3,7,8. (presently out-of-p«^nt) . • 
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UNIT: , HUMAN RELATIONS AND COMMUNICATIONS 



TOPIC: ' Cororounicatiohs ,< Continued j 



/ 



Performance Qbjgctiye(s) 



B. 



Each- student" will be able to 
use effective oral, communica- 
tions in a variety of . . 
situations. ■ , 



00 
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Outline 



B-l . 'Communication skills 

a. Five C f s of effective 
I* Courtesy 
3. Correctness 
3. Clearness ; 
^. Conciseness 
5 . Completeness - 
-,-,b—. Volume- >and enunciatioi 

c. Use of gestures 
. .d. ^Appearance 

B-2 Informal oral 
communication. . 

a. - Introductions. 

b. Conversation^ 
c f Group discussion 
. and l.e'adershfp 

d. Instructions 
B~ 3 Tel e phofte u sage 
B*4 Formal speaking 

a. Preparation. 

b. Practice 
1 'c, Delivery. , 
B~5 Listening skills 

a. Basic rules 

b. Environment 

c. Note takirtg 



Occupations 



ALL 



Resources 



1. Human Relations at Work , 2nd Ed.; 
Eggland & Williams; Southwestern'- 
Publishing Inc.; pp. 122-54. 

2. Communications Tor D.E. Students ,^ 
Manual; Montana D.E. Library. M 

3 V Communications , Manual and transparen- 
cies; Montana D.E. Library. . 
TeletrHlner, Telephone" — " ~" 
5* Communications in Markfetinff , Rowe and 
Jimmerson; McGraw-Hill, 1971 , ^Chapters 
1 1 2,^1,5,6. (presently out~of~pr*lnt ) 

6. "Listening Toward Effective CbmmuniW 
» cation," tape; Mountain Bell * 

7. "How to Lose Your Best Gustomer Without 
Really Trying," film; Mountain* Bell. 



x 4 



\ 



43. 



UNIT: 



HUMAN RELATIONS AND COMMUNICATIONS 



TOPIC: Communications (Continued) 



Performance Obj ective^ 



.Q* Each student will be able to 
'demonstrate the inter~ 
..' relationship of communications 
and human relations. 



v£> 



;r «.- 
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•••V- -^v. -^v--: 



Outline 



C-l Role playing 
C-2 Game playing 
C-3 Case problems- 



\ ■ 



Occupations 




t 

Resources 



1 
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V • . ... \. • ■ ■ . . 

. X\. RELATED CASE STUDY: Human Relations ; * 
• \ . ■ i : ./V-' . ; " .-. 

II.: CASE TITLE: Developing drid Maintaining Haraonious Relational ips 

with Other Employees 

III; SUGGESTED GRADE LEVEL: Junior-Senior 

IV. CASE OBJECTIVES: The purpose of this case study is to prepare 
students for adjusting to the work environment. It is oriented 
toward the Manager-Owner of a small business* At the conclusion 
of this case study students will be able to: 

ll Develop skills in maintaining harmonious relationships with 
other employees. 

2. Maintain an objective attitude in difficult circumstances. 

3. tfnder stand the importance of good human relations in the 
workplace. 

" 4. Know the importance of appropriate dress and maintaining a 
well-groomed appearance. > 



► 




V. . CASE DESCRIPTION: Tom Johnson has just begun working at Hance's 
O.K. Hardware. After the second week of work, his aales have been? 
outstanding and he ia particularly adept at solving problems for 
employ eesv Atom's first >week 'of sales were a little above average, . * 
but his Second' week was .higher^ than four other employees, all of 
whom have worked at O.K. longer than Tom.^ 

During the morning cq.ffe^ break, T^m overheard the other employees , 
cpmplkinlng about his* brash manner land the fact that he wore tennis 
shoes to workTan^r wore his hair ov^r his collar. In short, it 
appeared that moat of the e^ployees^ were opposed" "tOiToiff"OTd"h(^''fBlt~~" 
very uncomfortable about it. t ; 4 

Tom has now confide^ in you as the B^nager that he feels alone and 
. violated. You sense, that Tom is a very sensitive person. He has. 
just told you ^h*it unless the' attitude towards him changes he will 

. quit. " . ■ V ■ ' ■ . 

. ■ \ ■■*••••*■■ . ■■ - * . ■ 

- You are concerned about Tom's situation but also understand the 
concern; of your more establishe4 employees. \ What actions could 
you take to •;• ailleviate this situation £or all the parties convened? 

VI. SUGGESTED- SOLUTION (S) t£ /. , : V r i. , - " "' 

■ IV #eet with Toto privately and informally and empathize with Ms 
v problem. - Make clear that you understand his predicament. You 
> / might texplain the long-standing dress code that has i>een in effect 
at dance's O.K. Be dure he understands the reasons behind a 
■ ''£fr> dres$ code. . ; \ J.: y\. ]h l '■ 




2 V Me^ and explain to them the need for 

K U %p^ as they adjijsfe to^ the store. Perhaps 

;f i \y^i|o^ld;^|4itcen back^to -their - b^ihriix^ da^ ^on ^%ii6w pb and 



. f ■ . 

• \ . ■ • ■ ■■ 
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J. RELATED CASE STUDY: Human Relations * / 

II. ; CASE TITLE: Working with the Problem Career Employee 
III. SUGGESTED GRADE LEVEL: Senior 

IV, CASE OBJECTIVES: The purpose of / this case study is to prepare 
students for adjusting to the work environment. It is oriented 
toward the Manager-Owner of a small business". ■ At" the conclusion 
of this case study students will be able to: 

- ■ i / / 

1. Develop skill in maintaining harmonious relationships with other 
employees. ^ / \ ' * 

\. r . I ■ \ . /' 

2.. Maintain, an objective attitude in difficult circumstances. 

3. Understand the importance/ of good human relations in the 
workplace. • / / 

4. Know the importance of appropriate dress/and maintaining V 
well-groomed appearance./ / 

V. : CASE DESCRIPTION: As a Distributive Education student at Henessey's 

Department store, you are pkd an hourly/ wage plus a small bonus - 
for especially productive w4eks. One of the other salesmen in the 
de Pf tmen ^ ^ason, is very experienced, is able to handle more 
,. . people than you (because of his " superior product knowledge) , .a"nd is 
, ;< tne top sales volume producer in the department. 

However, a problem has arisen lately and you're not sure what to do 
..about^it. Recently, Jason has t>egun stealing your customers; He 
will aometijaes interrupt your,warm-up conversation with customers, 
^.^W t 0 his 8eat and proceed to sell them on a particular pair 

^/w eS \ At fir8t ' y ° U declded to me ^ly overlook the problem 
thinking it would get better, but it. hasn't. In recent weeks your 
,sales sheet is not looking good while JaSon's looks outstanding. 

What course of action i/ open to you? If you were department manager 
how would you handle this situation? \ manager, 

VI. SUGGESTED SOLUTION (S) : 

• lv Meet with your department ^manager and explain the situation. If 

the manager wants you to confront* Jason, or refuses to get involved 
would be well to talk about the situation with your coordinator. 
, \ In any^event;^ ypii will'want to go 1 6 Jason and tactfully aak for 
■: ; .. v an explanation. Simply explain that your sales are hurting and 

' s vou ^e losing customers because of him. Ask that he refrain 
- -from interrupting your conversations with customers in the iuture 



2. It. is your job as an employee to do everything in your power 
to keep peace with other employees. Of course, this does not 
mean that you sho.uld tolerate unfairness. However, if at 

"l ? .all possible you should strive for harmonious relationships 
•with other employees arid get the department manager involved 
as a last resort. ..' . 

3. If you are a department manager, you need to be , sensitive to 
helping new employees get established, while motivating the 
more established employees. In this case, clearly Jason 
needs to^be reasoned with and that is. one of the functions 
of your job. 



4 
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I. RELATED CASE STUDY: Communications ° . < 

II. CASE TITLE; Effectively Communicating Store Policies to 
, Customers 

III. SUGGESTED GRADE LEVEL: Junior 

^ IV. CASE OBJECTIVES: The purpose of this' case study . is to prepare '• 
students to interpret store policies to customers. At the. 
conclusion of this case study the students will be able to: - 

1. Possess skills ; in interpreting store policies to customers. 

2 ; Have, a knowledge of communicating effectively" with customers. 

3. Use effective speech and vocabulary in relating, to customers. 

4. Understand how to address other people in a business-like 

manner. '■ '"/'.'. 
. • . ■ r .. j ' • 

, V- CASE DESCRIPTION: Valley Electric, a wholesale/retail store,' 
has a distinct return policy with regards to electrical goods. 
The sign behind the counter states; the store policy that all 
electric goods returned will be subject to a 20% charge and " 
must be returned within a 10 day period. There are no exceptions . 
to this store policy. 

George Benson is a ;f requent customer at Valley Electric and 
purchases most of his electrical goods for his contracting 
business at Valley Electric. . Last week George bought $1,400 ' 
. ? • worthy of electrical goods but by Monday .had returned with one- 
half of the goods saying "I have misjudged the number of outlets 
"and conduits needed for a major electrical job that I'm doing." 

You were at the counter, as a part-.time employee when the goods 
were returned George requested you to credit these goods to 
his account and to give him a receipt certifying that such a 
transaction was made. When you informed him of the store policy, 
he. became very angry, shouting. that he not only had never followed 
store policy but wasn't even aware that such a policy existed. 
He insisted, in fact, that if the goods were not taken back 
that he would take his business elsewhere. ■ 

.Realizing the importance of George's business for Valley Electric, 
.' what actions should you pursue in this situation? 

, Vlt SUGGESTED SOLUTION (S)": 

.1. Ic is important that George Benson be. taken to another area 
of the store in order to solve this problem so that other" 
customers are not disturbed by his irate behavior. 



—J*— ^„ . 
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2. 



3. 



Since |his *s a ..pglicy .that is out :of your hands you should 
bring in the manager immediately to handle this problem. 

If you are the manager, you should consider accepting the 
return and honoring George's request. The reason for this is 
quite" simple:. George is a valued customer and may have 
honestly been unaware of the store policy. It should be made 
clear to him,, however, the reasons for the policy ahiuiques ted 
to -honor' those! in the future. If he-has- difficulty with any 
of the store .policies in the future, he "should, give you a 
personal call.; ' : 0 






... \ 
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Additional Resources 



.1 HUMAN RELATIONS & COMMUNICATION 

Psychology & Human Relations in Marketing Volume 3, Maasarani and 
Scheving, 086473-X, Gregg-McGraw-Hill, New York, NY. 

See You, at The Top . Zie Zigler, pp. 7A..QT, V » 

"Human Relations Can Make You or Break You," Your Attitude is Sho wing 4/e1 
w^Elwood Chapman, pp. 8-15. ! ~7 7 * 

"Dealing with Problem Employees- 7 Are . You Pajrt of the Solution or Part 
of the problem?", .Progressive Groc^r^ne 1983, Mary Ann Linsen, 
pp. 113--115. • 
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Introduction ' 
' Operations and Cont rpl * . fjr' 

« • ■ *. 

Knowledge of operational "procedures and control is essential to success in 
marketing.' There are reasons behind each of the procedures employe* and the 
controls instituted. Oftentimes if the student realizes the reasoning behind 
procedures, acceptance and understanding quickly follow. Is the goal of your 
teaching as a marketing educator to assist students in understanding the "why" 
of a business operation? / ' I 

This unit of instruction and following case studies should assist you in 
explaning to students ,the "why" of Operations and Control in a local business.- 



\ 



UNIT: 



OPERATIONS AND CONTROL 



• TOPIC: Hoj isekeepi 



ng 



Performance Objective^ 



A. 



; B, 



Each students will become aware 
"$f the careers related to 
operations and control. 



Students will demonstrate, an 
awareness of the need foY 
cleanliness of the facilities 
and equipment in the retail : 
outlet. 



D. 



1 Students will demonstrate an 
awareness of the need for an 
orderly arrangement of 

jierchandise. 

t ■ . ./ 

* ■ 

Students will be able to 
demonstrate an awareness when 
supplies and merchandise need 
"to be removed or /replaced. 



N5 



ERIC 



53 



/ , 



Outline 



B-l Cleaning the sales and 

service areas 
B-2 Cleaning the merchandis* 

display areas ■ 
B-3 Cleaning outside store 
facilities (drive area, 
sidewalk, etq.) 
B-4 Cleaning sales support- 
ing* areas (dressing . 
rooms, restrooms, etc.) 

■ . '■ 0 
C-l Straighten and- arrange 
stock or) selling floor 
C-2 Arrange supplies : in 

sales and service areas 

P-l Removing merchandise, . 
supplies, and special 
displays when necessary 
from selling area 
D-2 Remove damaged or 
.. spoiled merchandise, 
from selling area 



Occupations 



ALL 



1,2,9,10,' 
11 

6,9,10,17' 
10, 14 



10, 14 



3,6, 9, 10, 11 
16,17 . 
1,2,9,10,11 



2,10,11 



16 



Resources 



1. Retail Merchandising: Concepts and * 

■ Applications . 9th Ed.; Samson, Little & 
Wingate; Southwestern Publishing Co.; 
PP. 353-355, 408-410. 

2. 0-T-J Training ^ . 



1. Q-T-J Training 

2. Chain Store Age, Department Store 
Economist; Texas Materials. 



1. 0-T-J Training. 
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UNIT; ; operations, and . control 



TOPIC: Cash Re g l3ieragd_Q ? eck-0ut..Station- Operation 



Performance Objective^) 



Outline 



A. . Students will ^e able to '• 
identify the principal parts 
Of the cash register. 



B. 



C. 



\Students will be' able to 
accurately operate- the cash 
register.. ' v 



Students will be able to 
operate the checkstand area 
and demonstrate correct money 
handling procedures.' 



OP 



ERJC 
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A-l Indication 

A-2 Receipt tape and slot 

A-3 Sales journal tape 

A-4 Amount keys , 

A-5 Department keys > 

A-6 Transaction keys 

A-7 Key release lever 

A-8 Read and reset "keys 

A-9 Activity cpunte^ 

A- TO Date mechanism 
r A-ll Cash drawer, ' 
A-.12 Change plate 
A-13 Hand crank insert 
A-14 Sales person keys 

B-l Home . keys 

B-2 Thumb group area 

B-3 Index finger area 1 

B-4 Second finger area. 

C-tl Greeting the customer 
^-2 Check sale items or* " 
C- 3 Move recorded, items 
C r 4 Ask "Is there anything 

else?" 
C^5 Subtotal and total 

(Sales Tax) 
Cr6 Inform customer of sale 

amount and receive cash, 
payment 

C-7 Compute .change manually 

and count back to 

customer 
C-8 Place payment. in cash 

drawer in proper, com- 

partments .. . 



1 ■ 



. Occupations 

I, 2,3,9,10 

II, 14,17,18 



- Resources 

1. CheckerwCashierV, Edison and Mills;. 
. Southwestertk^yblishing Co.; pp. 7-13. 



" 1 

y .- { 



I, 2,3,9, to 

II, 14, 17,18 



I , 2,3,9,10 

II, 14,17,18 



1 . Checker-Cashier , Edison ,and Mills ; 
Southwestern Publishing Co. ;/ pp. 14-21, 



1. Checker-Cashier, "Edison and "Mills; 
Southwestern Publishing -'Co. ; pp. 27-35. 

2. Project: Change Making Procedures. - " 

3. Moriey Safeguarding Procedures!; Cash 

, Registers— Their Place, in Modem Retail 
Security; Register Co. , . Dayton, Ohio;. 
Educational Materials Division. 
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UNIT: OPERATIONS AND CONTROL 



TOPIC: Cash/Regi ster and Check-Out-Station Operation (Continued) : '" 

Outline Occupations 



D. 



E. 



AO 



Performance Objectiv e^) 



Students will demonstrate the 
ability to process credit card 
sales transactions. 



■ J , 

,. : .. V - , 

Students will be aviare of. the 
new trends and types of cash 
register systems. / 



C-9 Gash customer checks 
C-10 Give customer sales 

receipt, 
C-ll Handling coupons, 

refunds, food stamps 
C- 12 Place sold merchandise 
. in proper bag or 

'container* if necessary 
C-1 3 Thank the customer 



/• 



D-1 



D-3 



Receive card from ' : 
customer and check list 
of bad charge card " 
accounts 
D-2L Check credit caf'd. 
maximum amount 
Have customer $ign 
charge card form 
Return charge card 
and form copy to customei 
D-5 Place store copy in 
proper location 

E-> Universal product code 
E~2 Electronic, and 
computerized cash 
register operations 



I, 2,3*,9,10 

II, 14,17,18 



I, 2,3,9,10,. 

II, 1^,17,18 



Resources 



• Retailing Merchandising; Concepts and 
Application, 9th Ed., Samson, Little & 
Wingate; Southwestern Publishing Co.; 
Plj. 1 151 -52. 
•Project: Processing Credit Card Trans- 
-*1ictions-with outside speaker/resource 
person. \.- 



Project; - Processing Credit, Card \ Trans- 
actions-f-with outside speaker /resource 
person. . :: : 



UNIT: OPERATIONS AND CONTROL 



TOPIC;.. _^hJRegjster" and Chec-Out-Station Operation (Continued) 



Performance Objective® 



•F.. 



Students will demonstrate 'l^he 
ability to process proper » 
methods of check cashing. 



o 
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Outline 



Occupations 



F-l Receive check from 
customer and check y. 
. for. correct spelling . 
. and numbering of amount 
. teftder or check amount 
and signature 
F~2 Properly fill out re- 
. quired information on 
check for later 
reference and. for 
approval of check; 

1. Two identifications;, 
a;. Driver's license 
b. Credit card or 

guaranteed check 
card 

2. Telephone number 
3 • Student's Ilk number, 

if applied 
Properly obtain 
• <\ supervisor's signature 
for approval . 
51 Endorse back side 
of check 



1,2,3,9,10, 




Resources 



!• Retail Merchandising: Concepts and . 

Applications , 9.th Ed.,; Samson, Little h 
V . Wingate;. Southwestern Publishing Co,; 

pp. 509-10. 

2. Project: Processing ;Credit Card Trans--.' 
•yg- actions — with outside speaker /resource 
1 person. 
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UN|T; OPERATIONS AND CONTROL 



TOP^IC: Recordkeeping an d Closing 



Performance Objecti ve^) 



A. Students will demonstrate an 
awareness of- and an ability to 
proyide accurate recordkeeping 
of pott) -cash and credit trans- 
actions* - .' x 



B. Students will demonstrate an 
. ^.awareness 6f and an ability t< 
sort and ^pute cash !reqeipts, 
credit forms, bank deposit slips 
•/ and sales forms to appropriate 
management personnel. 



C. $tudents/will identify the proper 
. prdc^dbres , for closing the 
business at ther end of the sales 
. day* •! 



' ! 



Outline 



A-l Check supply of credit 
and miscellaneous forms 

A-2 Signing in and signing 
out on sales journal 

A-3 Checking roles of tape 
and date on register 

A-4 Proper marking and 
. . routing . of customer 
personal check far 
policy payment ^ x 

B-l Counting and separating. 
ca3h receipts for the 
sales day and/or shift 

B-2 Collecting and sorting 
various sales and 
. charge forms' 

B-3 Submit cash receipts, 
charge forms and sales 
forms to ^management 

B~4 C?.ear register and make 
deposit/ slip 
*■ 

C-l Bringing in outside 

merchandise 
C-2 Turning off lights and 
> equipment 
Cr3 Locking doors and 

display cases v 




■ * if 



Occupations 




Resources 


1,9,10,14, 


1. 


0-T-J Training 


17,18 






1,9,10 






8 












1 Q in ll) 


J. . • 


vut2v*i\t2i "vdoiuci j ijUiauii ctnu mils ) 


t 




Southwestern Publishing Co. , pp. 34-36* 






O-T-J Training 


1,9,10, t4 . 






1,9,10 












10,14 


I. 


0-T-J Training 


- 


* 


\ m 
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RELATED CASE STUDY: Operations and Control' 

CASE TITLE: Authorizing Customer Checks in Accordance with Store Policy 
SUGGESTED GRADE LEVEL: Senior * • , > / 

CASE. OBJECTIVES: The purpose of this case study is. to acquaint " V 
students with the authorization procedure for authorizing customer . ' 
checks. At the conclusion of this case study students will be 
able to: * • 



■ ( 



V. 



1. 



2. 



Understand the authorization procedure for customer checks, 

. ■ ■ . • ■ " •/■ 

Know how to contend with a case of shoplifting. 



3. Possess skill in recognizing and handling shop lifters. 



£ASE DESCRIPTION: You have been working at the Safeway s tote in Che 
Stocking area fjor the past six months/1 However, on this evening It 
is very/ busy up front and they've asked you to come up and/ run the 
cash register which you Jiave been trained to do over /the*past fe 
months/ »/'"*' \ 

V •' . ' 

After/handling your third customer, the fourth customer comes through 
the aisle and after ringing up his merchandise he proceeds to write 
a check for the purchase. Store policy requires a valid drivers 
license and at least one major credit card. However, this customei 
explained that he only has a driver's license as identification. 
He, of course, insisted that the, check was good and would cause 
tro problems for the salesperson. In this case you decide to make/an 
exception and accept the check. ',<.." 

Several minutes later as you return to your stocking area you notice 
three plastic cellophane record wrappers on the floor. You ha 
noticed just prior to this several teenage girls hanging around the 
front of the store joking and kidding around but they didn't /Seem 
interested in buying anything. Immediately you go to inform 7 secur- 
ity,^ but before getting to the offices, security enters the depart- 
ment, with the two girls. The security guard indicated that these 
girls were caught shop lifting when tags fell from one of their 
pockets. They had more than $40 worth of merchandise on them and 
were walking out of the "store 

, , *k* ya lat ^ r c ** e 8 ^ 01re .manager called you in. and indicated that 

/ you had taken a bad check for $25 and the money would be deducted 
/ from your paycheck. r "."-:- 

J Explain what you think lead to this situation find any prevention 
! measures for shop-lifting and ftaudulent checks \ which could have 



prevented each of these occurrences. 



l 



1 
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.JSP S0 ™ < S > ! Both shopliftisg and fraudulent checks, are 
a major source of concern for retail/stoles. In this case store 



- * *~ uwj-Y o t,uira . m cms case store 

personnel were simply not doing the 4 duties. With regard to the - 
fraudulent/check you as a salepersoiTwent against store poUcy and 
made^Surself responsible for the validation of the check. -In Sis 

shonH^r ^^Tf 8hOUld haVe Seen called ' In or ^r to prevent 
shoplifting, sevefal measures should be taken. 

X. Store personnel should keep track of the areas for which they 
bee n. assigned. During slow periods employees should be 
looking after their particular area. 

The stojre could consider installing an electronic .device. ' 

Training of store personnel is one of the best prevention ~ ' 
measures a store can take. Local police departments, can give 
needed information and perhaps conduct seminars in oider to . 
help personnel identify potential shoplifters. :\ 

Th^a^ ^ ^ 4^ measures. 

1# ^ y f P ^ y / hat established s «ould be respected. ItLust 
be- followed at all times unless- management specifically^ 
authorizes otherwise, ... y 



2. 
3. 



2. 



Each check should always be checked carefully noting itels 

S vtCfl as •'■'*"'-'■ v - 



-^signature 

-wtitten amount of check 
-othet^ forms of identification 
-check number ' 



3. 



Store management should consider' a specif i c system to prevent 
fraudulent chec ^including using a check validation service. 



Additional Resources 



\ 

\ 



OPERATIONS AND COnY^OL 



\ 



ifover Beware, Joshua Tree Productions, Westinghbuse Learning Corp., 
220.8.220, 100 Park Avenue, New York, NY 10017. \ ' 
■ ' '. . '. \ ' 

This is Fraud , Film Fair Communications, 10900 VentuW Blvd., 
Studio City, CA 91604. ~ \ 



"Legal Developments in Marketing," Ray Werner, Journal of^Marketine, 
Summer, 1983, pp. 113-121. : % ■ 

"Legal Developments in Marketing," Ray Werner, Journal of Marketing, 
Winter, 1984, pp. 117-125. ' ' " ~~ ~ 

"Legal Developments in Marketing," Ray Werner, Journ al of Marketing, 
, Spring, 1984, pp. 78-87. "~ ~* — v 

*»•••■ • " " 

"Marketing. Product Liability: A Review and Update," Fred W. Morgan, 
Journal of Marketing, Summer, 1982, pp. 69-79. 



Intr oduction ■ - '. 

• *' ~ — '.- * ' ,--tr 

•. ' Processes Involved in Buying for Resale 

', An earlier edition of the Curricula' Guidelines for D.E. stated the ob- 

* ■ ■ . ■ 

jectives of this unit as follows: 

1).. To develop the competencies required in fundamental mathematical 
operations, 

- 2). . To develop a working knowledge and understanding of a retail 

• . wholesale buyer's duties and of pricing policies £hd procedures, 

3). To provide practical experience in making buying decisifn, and 

an understanding of pricing policies and procedures, and ~ 
- *»). To provide knowledge of market research and develop an appreciation 
for its importance in marketing. ' \ — ■ ■' 

These goals are well-stated and. simply could not be added to. 

Students will be 'required to perform simple . mathematical* functions all of 
their lives. In the business setting, they will find mathematics continually 
.used. In the buying and ordering process such functions will likewise be re- 
quired. .Of course* buying and ordering are linked inextricably to be other 
functions of marketing. Similarly, pricing and market research should be ; 
mastered because of their importance in the byying-resale. operations of the , 
business enterprise. 




UNIT; PROCESSES involved in buying for resale 
TOPIC: Merchandising Mathematics 



4 



Performance Objective^) 



A. Each student will become aware 
of the careers related to buyin 
, for resale. " 



B. Each student will, be able to 
compute fundamental "mathematical 
problems related to marketing 
occupat-ipns. 



Y 



OV 




,* -if 



Outline 



B~l Review, of fundamental 
; skills - ♦ . 
■ a. Addition 

b. Making change 

c Subtraction 

d. Multiplication 

e. Division 

f f. Fractions 

g. Decimals 

h. Percentage • 

i. Aliquot parts, 
j. Weight and measures 



Occupations 



ALL 



ALL. 



0 



Resources 



1. Arithmetic for Distribution . D.E. Dept, 

University of Texas; Units T-XVI. 
2 / Mat "ematics Skill Builder , 3rd Ed . , 
Gossage and Briggs; Southwestern , 
Publishing Co., Section I. . 
3. Basic. Math of Distribution , Liston and 
Luter; i ns t. Materials Lab, D.E. Dept.,. 
". Div. of Extension, University df Texas, 
Units II and III. - 
**• Projects in Clerical Record Keeping , 
"3rd Ed., Rosenburg;. Southwestern 
Publishing Co., pp. 1-i|0. 

5. Mathematics in Marketing . Logan & 
Freeman; Gregg, McGraw-Hill, pp. 1-20. 

6 . Vocational Math for Business' , 2nd Ed . , 
Martinka, Southwestern Publishing Co. , 
pp. UkO. 




UN - T: PROCESSES INV OLVED^ N BUYING FOR RESAL E 
TOPIC: Merchandis ing Mathemati^ (Continued) 



C. Each student will be able to 
identify and describe the use -of 
various business forms prevalent 
in today's marketing occupations. 



Eacn student involved in insurance 
sales will be able to perform the 
duties and services required by. 
that occupation. ' 



Outline 



Occup ations 



C~l Sales, slip > 
C-2 Purchase orders 
C-3 Discounts 
Q-^ Invoices 

C-5 Cash register records 

C-6 Credit memos 

C-7 Statements 

C-8 Employee earnings 

records 
C-9 Purchase requisitions 
C-10 Packing sl$$s 

D-l Instructor will design 
individual tasks 



ALL 



Resources 



' Merchandis ing Mathematics, Piper; 
Southwestern Publishing Co., 1967- 
Parts I, II, and III. ' " 

Merchandisi ng Mathematics , Carlo and 
Murphy, v Delmar Publishing Co. , 198 1. 

. Mathematics Skill Builder 3rd Ed. , 
Gossageand Briggs; Southwestern 
Publishing Go., Section !»... 
Mathemati cs in Marketing , Logan & 
Freeman; Gregg, McGraw-Hill, pp. 21-4*1. 



\2 
3 



1. Task analysis prepared by Instructor. 



UNIT: PROCESSES ■ INVOLVED IN ■ BUYING "FOR RESALE 
■ * ~ • 



TOPIC: Buyin g and Ordering 



. \ 



Performance Ohfrx-rii*^ 



\ 



A - Each student, will, be able 'to 
identify and\icplain the sources 
of. information "that buyers use 
in the selection and buying of 
'.•merchandise. 



time 



B. Each student -will be able to 
explain the process of analyzing 
the. market, what it has. to offer, 
and its relationship to various 
store-buying policies. 



CO 
00 
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A-l Past ^ale*a v records (EDP) 
A-2 Consumer parte Is 
A-3 Want slifts 
A~4 Comparison shipping 
A-5 Customer surveys 
A-6 Trade journals 
A-7 Trade shows 
A-8 Manufacturer 

representatives 
A-9 Resident buying offices 

B-l Stpre policy in relation 

to what to buy 
B-2 Market offerings in 
relation to customer, 
demand 

B-3 Subscriptions to trade 

services 
B^H Use of trade papers 
B-5 Attendance at buyer* s 

markets 
B-6 Discussions with 

visiting salesmen 
B~7 Promotional and sales 
support services 



Occup ations 



15, 16,WV'18 



Resources 



15,16,1.7,18 



l * ' ^ r ^^^iipA\l) r i^HiSviti6n ^ ' Mason and . 
• .... Rath-; .•■McGraw-Hill Book Co . , 1 968-; '" • 

y Chapter 15. -\ ..'.';... »' • ■ . 
2\ ■ Retail - Buying,. ..Diamond.. & . Pin tel Vi . ' //• 

• ...Prentice" Hall. • ; >:'-\! i 

3 •:• Retail Buying ajid- Merchandising:^ .. 

Decision-Making .Approach . Shuck ii-lA it 1 f> , 



Brawn, & Company ; 



■ \ 



7 



1 * Retail Merchandising: .Concepts and \ . ' / 

Applications . 9th* Ed . . gson ~i ttleWy 
. y Wiogate ;• Southwestern Publisning Co. \ ' / 
2 * The' Management of : Retail buying ;, '■■ Wi nga^e •. \ ■ ' 
• and Fried lander; Southwestern Pubiishiilg ' 

Co. * • • • • , ! m • - .; : / .' ' ? /'.t . 

3 ♦ ' Modern Re ta ijLing Management , 9th Ed. , \ ' 
Duncan & Hollander ; - Richard 1 D . Druin , ' ■ 1» • 



Inc. , pp'.>302-32M,|r' 6 > 



v 



'if: 



. ... . 

H.V/ 



' ' • ' ^a 1 t : ,./ ; 

i.;|.'v •■; 



UNIT: 



: BUYING FOR RESALE 



TOPIC: Buying and Ordering (Continued) 



Performance Objective^) 



C. Each, student will be able to i TcT 
. explain the process of 
determining what, how. much, and ; 
when to buy, and be able to defi'ne 
associated buying terms. 



Outline 



V© 
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d. 



C- 



.a. 
b. 
c. 
d, 
e. 
f. 

g> 
h. 



Occupations 



1 What to buy 

a. Price lines ■ 

b. Fashion .and fashion 
cycle 

c. Staple goods 
.Branded ys private 
brands 

Buying plans 
f .j Planned purchases 
\ and open-to-buy 

2 Hoty much to buy 

a. pontrbl of quantity 
^tock to sales ratio 

b. l^odgl stocks 

6-3 Tim^to buy 

time utility 
iWnediatfe needs 
Hftnd-to-mouth buying 
Buying T selling cycle 
Future needs. ■ 
Special^ opportunities! 

and- deals : 
Buying ■ arrangements 
Anticipated future 
■ needs 
±\ Seasonal factors 



1.5,16,17,18 



X,. 



Resources 



'*"''f* v * ■* ■ 



1 - Marketing: Basic Concepts and Decisions , 
2nd Ed.,' Pride and FerreVl ; Houghton 
Mifflin Company. 

2 - Marketing Principles . Nickels: Prentice 
Hall. 

3* Marketing Analysis and Decision Making 
Marcus and Tauber; Little, Brown and 
: Company. . ' /. 

^ • Pricing decisions in Small Business ., 
Haynes; Greenwood Publishing Co. 

5 * Modern Retailing Management , 9th Ed.( 

E88?? n p^M^r.' Richard D - : Druin ! 



. \ 



UNIT: -PROQESSES ^INVOLVED IN BUYING FOR RESALE 
TOPIC: ■ ^UyitTg >nd : ^dering ( Continue^ ) 



Performance ^fe cfe^ 



, D. • ^H.^t^^tri^l j. be. able to . 
• . dgfiite'. negotiation te^ms involved 
'in buying -arid .correctly work . '»'•'.' 
buying' problems dealing with - '■' 
' '' .... dlf f^r^ent negotiation terms . and 



'practices.. 



Eiich student ; involved- i n a.' / 
. pa^ticulSr occupation* a.s coded, 
will be able to perform tKea 
duties and "^services, required by 
: . that OccupaTticfn., .// ' ' ' ; • 




Outline 



D-l Buyer's discounts 
D-3 Shipping"agreements ' K 
'p~3< Credit terms ? . ' ' 
D-4 Price knowledge 
D-5 Billing terms ^(dating) • 
D-6 .-Special buying services 

a. Return, privileges 
i b. Back ordering 

c. Dealer aids , * . t 

d. Fairness in handling 
< complaints ' 7 

e. ' Merchandise deals 

.t , 
E-l Instructor ,wili develop 
^appropriate task 
analysis for buying 
, and ordering . ■ ■• 



-a. —.-.. - •; 



Occupations 



15,16,17,18 



6,10,12,13, 

15,16,1?, ; 

18 



Resources 



1. Retail Merchandising: Concepts and ' t : - 
■ . .Applications , 9th, Ed.., Samson,- Little •*&. 

Wingate; Southwestern Publishing Co., 
/ pp. -247-256, pp. 257-264. 
2., Modern Retailing Management , 9th Ed., " 

Duncan & Hollander^ Richard D. Druin, 

Inc. , pp. 325-348.j ' 
3.. Modern Retailing: [Theory and- Practice / 

Mason & Mayer; Business Publications 

Inc., pp. 414-37. I 



l.i Task analysis designed by instructor. 



V 
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v UNIT; PROCESSES INVOLVED IN BUYING FOR RESALE 



TOPIC: Pacing 



Performance Objective^ ) 



Each student will be able to 
identify the factors considered 
by the buyer in determining 
. the retail price and identify 
the pricing techniques that 
would result in' the largest, 
volume of sales -for each -article. 



Outline 



B. Each student will ! be able to 
, identify and explain the 
legislation established to 
regulate prices. 



A-l Pricing- policies or, , 

strategies 
A-2 Deciding on the price' 
A-3 Discounts \ 
A-*! Markup \ 
'A-5 Markdown 
A~6 .Leaders- and premium 

merchandising 
A~7 .Organization of the 

buying, and pricing 

functions. 



B-l Price discrimination 
laws 

B-2 Resale price maintenance 
laws 

a. Fair trade laws' 
- b. Unfair practiced laws 
B-3 Antitrust laws 



Occupations 

1,6,9, 10, 15 
16,17 



1,6,9,10,15, 
16,17 



/ Resources 

!• Retail Merchandising: Concepts an d 

Applications , 9th Ed., Samson, Little &' 
Wingate; Southwest ernf Publishing Co., 
pp. 257-275. • ' • . 

2. Modern .Retailing: , Theory and Practice . 
Mason & Mayer; Business Publications 
Inc. , pp. 382-413. 

3« Retailing ; Buskirk & Buski,rk, McGraw- 
Hill; pp.. 251-262. . 

Fundamentals of Selling , \9th Ed., Wingat. 
& Nolan; Southwestern Publishing Co. , 
Chapter 7, Part B 
5. The Pricing Umbrella , Everhardt; Montana 
D.E. Library.. " ^7. • " ' 4 - 

1.' Retailing, Buskirk & Buskirk, McGraw- 
' Hill, pp.. 263-264. 

2< fundamentals of Selling . 9th Ed., Wingat* 
and Nolan; Southwestern Publishing Co., 
1969; Chapter. 16, Part E. 

3 * Retailing , Buskirk & Bwskirk, McGraw- 
Hill, pp. 230-25,1. • . 



7a 



v. <\ s . * 



UN,1f: PROCESSES INVOLVED., IN BUY ING FOR RESALE 

" ' ' . ■ *v '■ ■ * ■ ■ 

TOPIC: Market Research '•»'<• ... 

■ . ■ * ■ ~ ■ • — • — — — - 



Performance Objective^) 



Outline 



A. Each 3tudent wifl be able to .„ ^ 
explain. the relationship of 
market research to the decision- 
making process. 



B. Each- student will be abl^ to 
define the .various market 

- research activities; and explain 
what each is used Tpv.. , 

C. Each student, will be able t6 
describe the .Various methods 
of gathering dkta to be used 

. in market research* 
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ERIC 



, A-l Definition $f market 

research ; 
A-2. Scientific decfston- 

matci^g process ■ 
A-3 Diffe><nt marketing V' N 

problems" that can be 

solved through*- market 

research 
A-4 The role of. research v 

in making decisions 
A-5\Uses of information 

gathered 
A-6 St£ps in the market 

research process 

B-l Market analysis 

B-2 Sales research 

B-3 Consumer research 

B— 4 Promotional research - 

C-l Methods of gathering 
v data 

a. Secondary data 

b. Primary* data 
C-2 Resources available 
C-3 Professional research 

organizations 
(commercial data) 



«<4 



Occupations 



esources 



7,15 



}f Markefflfig and Distribution , Mason and 

Rath; McGraw-Hill Book Co., 1968; 

CKl^er 20. ^ . - . - ' 

2 • Marketing. -Research , Harris ;'. McGraw- ^ 

Hill gtook Co., 1969; Chapter 1,*. 
3. Research for Market-in^: Decisions, * . 

4th. Ed., Green & Tull; Prentice Hall,' 
■ Inc. , pp. 3-33. 



7,15 



1- Marketing and Distribute 
Rath; McGraw-Hill Book 
Chapter 20. 




Mason and. 
1968; . 



7,15 



!• Marketing Research . Harris; McGraw* 
Hi 1-1 Book Co., 1969;. Chapter- 3 and 4. 

2. Marketing and Distribution , Mason and 
Rath; McGraw-Hill Book Co., 1968; 
Chapter 21. 



V 
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UNIT: 



V 



PROCESSES INVOLVED IN BUYING FOR RESALE 



* TOPIC: Market R esearch (Continued.) 



■ :.'.\ 
• " \ 



Performance Objecti ve^) 



■4 



D. Each student will he able to 
. identify the processes involved 
in preparing and presenting ■ 
the research report. 



E. Each student will be able to 

identify market research 
. projects. 



Outline 



-1 Edit, code and tabulate 

. data ' • 
-2 "Analyze and interpret 
data 

-3 Prepare report and 

present project result 
■4 Make necessary con- 
. elusions and recommen- 
dations from data " • 
" N gathered." ■ ■ . 

-1 Definition, of. studies 

in marketing manual 
-2 .Definition of creative 
• marketing project 



Occupations 



7,15 



ALL 



% 



Resour ces 



l « Marketing Research .' 2nd Ed., Harris; 

McGraw-H|ll .Book .Co. ' ..•?' 
2.. Marketin&and Distribution , Mason and 

Rath; McGraw-Hill Book Co.,' 1 968 ; 

Chapter 22.1 ' 



1. Marketing Research. 2nd Ed./ Harris; 
.., McGraw-Hill Book Co-;, J 969; Chapter 8. 

2. National -DECA. Handbook. 

3. Marketing and Distribution . Mason and 
..Rath; McGraw-Hill Book .Co., 1968; 

r pp. 253-254. 



Introduction o 



•'• : " * Merchandise Handling - 

Everyone knows that the. operational procedures that go . on "behind the 
scenes" often is what. makes a successful enterprise click. No where is this 

• V- • .' " ■ . . ■ ■ ■ ■ ■ ' " 

more true than in the business world. Basic, to' any business enterprise are- 
receiving goods /nd-'supplies,. stocking, inventory control, shipping and" 
delivery and s^ety-procedures . Suitable OJT should teach these skills to 
students but classroom coordinated Reaching . is critical to sound training in. . 

■ 0 « . 

this area. Are you as the marketing educator thoroughly familiar with merchand'i 

handling procedures, in a variety, of business so as to b>ijng this subject alive 

• • . ■ • j •' " • 

for your-D.E. students? - ■ , 

The material presented in t^s unit should provide you with 'the basics, of. ■ 
Merchandise Handling to present to students. . ' 



\ 



UNIT: MERCHANDISE HANDLING 



TOPIC: Receiving Goods and Supplies 



0 



Performance Obj ecthwfo) 



B. 



Each student will become aware 
of the careers related to 
merchandise handling. 

The student will explain the 
proper procedures used in 1 
receiving merchandise. 




The student will explain^ the ; 
importance of. marking 
merchandise and apply the 
\ various techniques of marking 
and coding price tickets. 



0 



.'EMC 4 



84 ; 



Outline 




Receipt of merchandise 



ecords and idehti- 
icatiotf- 
Inspection of freight 



B-5 
B-6 



Unpacking and check- 
ing in freight using,, 
j^vpice and buyer's 
order 

Physical, inspection 
of merchandise 
Claims and adjustments 



5,10,13,18, 
17, '4 

5,6,13,15, 

.16- 

K 5,11,13,15-, 
\5,13,15 ' 



C-l 



&2 
.C-3 
C-4 
C-5 



Principles of marking 

a . ' Inventory* control 

b. Correct pricing 
Price ticket inf orma- 
Methods of marking 
Marking equipment 
Remarking merchandise 



Occupations 



ALL 



V v - 

5,\1,13,15; 

16.V- 
5,6,13,15 



6,10,15,16, 

17 - 

6,10,17 
6,9,10,17 
6,1,0,17 . 
6,10,15,16, 
17 



Resources 




l. 

i 

2. 

3. 
4. 

5. 

6\ 

I. 

i. 

3. 



Retail Merchandising: Concepts and 
Applications , 9th Ed., Samson, Little 
l & Wingate; Southwestern Publishing . 
Co. , pp. 415-426. ' * ' '. • 

Receiving^Checking-Marking-Stocking 
Clerk, Mil leY, 2nd Ed., McGraw-Hill. . 
Receiving Controls , Ohio D.E. Materials 
Lab., pp. 3-14. ( 
Receiving, Checking and Marking ,* Univ *■ , 
of-" Texas D.E. Instructional ' Materials 
Lab., pp. 17-44. 

Retailing: Principles and Practices , 
7th Ed., Meyer, Haines & Harris, Gregg 
.McGraw-Hill ;\pp. 136-144. 
Modern Retailing Management , 9th Ed.', 
Duncan' & .Hollander; Richard D." Druin, 
Inc., pp. 375-380. ■ ' *' 

Retail Merchandising.; Concepts and *. 
Applications, 9th Ed . , -Samson i"Ta**3be-*-- 
Wingate^ Southwestern Publishing- Co. , 
Retail Management: , A Strategic Approach , 
Berman & Evans; Macmillan Publishing 
Co., p. 301. •* , 

Retailing: Principles, and Practices , 
7th Ed.., Meyer, Haines & Harris, Gregg 
McGraw-Hill; pp. 145-152. 



UNIT: 



MERCHANDISE HANDLING' 



TOPIC: ^Receiving Goods an d Supplies ( Continued ) 

' - . .' \ • • • •• 

j^otmahce (fo|ecttve(s) (wtino 



ERIC 



... i 
V 



C-6 Marking trends 



1 



Occupations Resources 

* • 4 > Modern Retailing Management , 9th Ed.. , 
. Duncan &. Hollander; Richard D. Druin, 
; Inc., pp. 380-389. \ 

5. Receiving Controls . Ohio "d.r. Materials 
• ' ••• v , Lab. , pp. 15-25. . > v . 

6. Stockkeeping ; University of ' Texas ~n.R. 

\ Instructional Materials Lab., pp. ''40*43. 

7. Receiving, Checking and Marking ,' Univ. 
of Texas D.E* Instructional Materials 
Lab.., pp. ^7-63. '«^' 




•V 



XJNlTt ^ WQHANDIS& HANDLING; 



tOJPIC? Stocking 




Performance Qh 

: JjThe stydent •wiXji.f Bt' hb%$; to 
, v • .ex^iain; the importance of the. 
t . ... stockkeeper's role in' 
;. . merchandising and methods;; . 
. involved .in proper stockkeepingv 




A-l Stk>ckkeep£r ' s. roieT'. 

r in merchandising '"' 
A~2 Re s pon s ity-i 1 i t i es of .. 

the stockkeeper 
Ar3 3t2>ckrodra;ipeWbi6ri "' 

• ahd arrangement 
A^. v 'Maintaining and ' \ 

rotating merchandise * 
* . inven 



v 



At 



V 

■ / 



.-.V* 



Occupations 

6;, 14,16,18. 

,1p:, i8 <C 
6, K), 14,16, 
17,, 18" 
,1,2,9', 10, . 
14, 16,-17, 1.8 



\\\- 



: v. iV ,v}V-V\ \ v , , \. ;V 



■ Modern- -Reta^yng Management ,..' 9th Ed..;, ■ 
; - Duncan & Hollander ; Richard Druin • : 
v . . Inc . pp. 3724375 . . \ ..' • ■ '■■ ' 
•2". Retail Merchandising: Concept^nd • . ' 
Applications .. 9th Ed. . ^5artann*7 Litii.e . 
& Wingate; 'Southwestern Publishing 
■ Co.. , pp. ! l\yf±kH0J.y ■' . ' . ... /• . ":y 
3... Retailing ,. Buskirk & Buskirk*- McGraw- - • 
■ Hill; pp. 277-282.' " • - . 

Stockkeeping , University of -Texas D.E.- . " 
". Instructional Materials • Lab-. , ' - ,"' . 

a pp. ' 45-50; 83.-111. ' 

5 . Warehouse .Operations . 'General • Services . 
Admin.', Federal Supply .Service; Feb,' 
1-969, *pp. 32-80. £V 
6 ? Fundamen ta 1 s .of' Modern Marke t ing ft 2nd- v' 
Ed.^ eundiff ; . Still and Govoni, Prentice - 
Hall; pp. 282^85. , •• " ■ • - . 



■X ■ 



-V-V 



y 
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UNIT: , MERCHANDISE HAND LING 
TOPIC;. Inventory Control 



J^grlormance Obj ective^ 



A.\ The student will be able' to 
.list and explain the five 
main types of 'stock control 
. systems. 



Outfine 



A-l Control by supervisior 
A-2 Book control inventory 

A^F Periodic inventory . 

control .' 
A- 2 * . Model or basic stock 

^control 
A-5 Perpetual- inventory. 

'control 
A-6 Trends in inventory 

control (U.P.C.,etc) 



Occupations 



10, 11,15, 
16 ' 

12,12,15, 
16- 

5,6,15,: 
■16 

12,15 
5,6,15,18 



Resources 



!• Retail Merchandising; Concepts and 
Applications ; 9th Ed. , Samson, Little 
& Wingate; Southwestern Publishing, ' 
pp. HUU-UHg t i|'7o-478 . 

2. Retailing . Buskirk & Buskirk, McGraw- 
Hill; pp. 188-207. 

3. Stockkeeping . University of. Texas D.E. 
Instructional Materials Lab., pp. 61-82 



UNIT: 



MERCHANDISE HANDLING 



TOPIC: Shi pping and Delivery 
Performance Qb| ertK«jjc)__ 



The student will be" a6le to 
outline the procedures.- in 
shipping merchandise. 



Outline 



A-l Packing and labeling 

A-2 . Records. 

A-3 Transportation method^. 

k-M „ Insurance . 



Occupations 



4,13,15 ' 

13,15 
*»,5,.13, 15 



Resources 



!• Retail Merchandising: Concepts and 

Applications . 9th Ed. ..Samson, Little & 
Wingate; Southwestern Publishing Co., 

, pp. 425-26. • 

2. .Warehouse Operations . General Services 
Admin., Federal Supply Service; Feb. 



1969, pp. 93-113. 



/ 



3« Physical Distribution . Walsh; McGraw- 
Hill Book Co., Gregg Division.. 



•UNIT: MERCHANDISE HANDLING 



TOPIC: Safety 

. * k i — 



\ L 



j^ormance Qbj gcdv^) 



Ift ' The student will he able to " 
explain the importance of safety 
% practices in .merchandise 
/ handling. • 



o 



ERLC 



J- 



Outline 



A-l Personal safety 

(Occupational Safety 
and Health Act) 

A-2 Protection of 
merchandise- 

A-3 Equipment and tool. ■ 
: maintenance and safety 

A-4 Risk and insurance- 

. • considerations 



Occupations 



.5,1^8 

5 • - 

.5,10,12,13, 
1.6,18,11 



Resources 



1. Retail Merchandising: Concepts and 
, Applications , 9th. Ed, , Samson, Little '&■! 

WingateJ Southwestern Publishing Co. , s 
/'pp. k\2-l\Vk. ' . - ' 

2 - Receiying-Checkirig-Marking-Stocking 

Cl^erk, Miller, 2nd Ed.,; McGraw-Hill. .f 
3». Receiving, Checking and Marking, Univ.?'j 
of Texas D.E. Instructional Materials' . 
Lab. f pp. 7-1 1 *. .* . 

4; Stockkeepin^ , , University of Texas D.E/' 
Instructional Materials Lab, pp 113-1/42 
5.. Warehouse Operations, -General Services ' 
Admin. , Federal Supply Service; Feb. '. 
1969, pp. .157-161. '. 
6. Occupational Safety -anti Health Act; 
Available through U.S. Dept of Labor, 
Petroleum Bldg, Suite 525, Billings; MT . 
59101 ; Phon^: 657-6649 . ■ ' ' 
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RELATED CASE Stlfc. Merchandise Handling 
CASE TITLE: ' Evaluating; Consumer Demand" 
SUGGESTED GRADE LEVEL: Senior 



I 

I: 



CASE OBJECTIVES: The- purpose of this case' study is to acquaint 
^students with the dynamics of consumer demand as it applies to 
merchandise in the selling department. ' ! At the conclusion of this 
case study students will be able to-: 

1. Understand the importance of depth of stock in required 

merchandise. '•./'■ k 

2,. Understand that the buyer mdst be kept informed of low 

quantity points of staple stocks 3 . - .:».-. 
3.. Know, the reasons for making returns of merchandise to 

manufacturers. » < » " 1 

4. Understand that complete-assortments of merchandise must 
• be^maintained at all. times in order to stirav&ate sales' 

CASE DESCRIPTION: After a recent buying trip to Denver, John ' 
Andersen. excitably came back to his department store bragging 
about the newest purchase of Hawaiian open neck shirts. These 
were the rage of the country in California, John reported and 
he;toas completely convinced that this would be the rage of the 
season in Montana. - . . 5 

* 

The first order was scheduled for. delivery on April 10, and was to ~ 
come in a wide assortment of colors. and designs, .However, Mrs. 
Johnson, the general manager was concerned that the item would not 
be as hot an item as John thought they would be. She demanded, in " 
effect, that the items should be test marketed in a/ small quantity * 
first to see if. the demand would be warranted for the Hawaiian shirts 
At the end of. the first week it was found that only. two shirts had 
been^ ordered out of the four dozen that had been ordered* 

\John still firmly believed that the shirts, would sell and once the 
wafm summer months" came around the immediate stock would be depleted 
and therefore would need to bg reordered; so John went ahead .and 
reordered a full shipment. The shipment was expected around the. 
third week of June or toward the middle of July and "had a three week 
cancellation date ^from the time of purchase"? 1 

Four days later the general manager reported to John .that he had 
overbought causing a shortage in basic stock in the backroom. He 
was of course upset and demanded, that John take" care of the situation 
in some manned right away. ' What would you suggest that Jqhn do in 
order to return his. stock, to normal? . 

■ " ■ ".•'-''•'« 

SUGGESTED SOLUTION (S) : The following possibilities could be 
pursued by. John Andersen: ;■■.■,< 

« • - • .»'•.' 
• . * • '* 

1. He could offer the shirts on hand at specfal discount price. 
. - This would get him off the hook with his immediate stock and 

would also be a good buy. for the consumer'.' : . 4 



Since the cancellation period; is normally time to three weeks, 
the. privilege, of cancelling could be taken. With the extra 
money, John could then purchase. the needed basic stock.'* ■ 



/ 



If Jehn truly feels strongly about, the 'Hawaiian shirts, perhaps, 
several advert laments that brought them to the attention of the 
consumer would help to sell the present merchandise and $o deter- 
mine whether or not there is. a demand. for the additional merchandise. 

Perhaps all of "the employees have not been informed of 'the * 
Hawaiian shirts and the special attraction that they have, to 
them. Therefore, special sales training, could be undertaken to 
acquaint personnel with the Hawaiian shirts. 



I. .RELATED CASE STUDY: Merchandise Handling ' " • ' 

CASE TITLE: Being Honest 'with the Cus tomer . > 

III, SUGGESTED GRADE LEVEL: Junior • v • ' 

.. IV.. • CASE OBJECTIVES: The purpose of this case study is to acquaint 
Students with* the importance of stockkeeping, ■ errors or Ses 

• wiir b ^ 8 b L° ra L a : y / r0fit - ■ At ° f this caseriSdents 

'■' l * "aditS ^ Pr ° CedU r S £ °- "Wing „ark-u P s, mark-down's, 
additional mark-ups and revision of retail down. . 

. 2 " stoTk^oWe::.' 8 raeth ° dS " ; ' r ° crims fM changing- rtisil 
■ ' 3. Understand that; stocking errors aff^t company profit. 
V. ■ CASE DESCRIPTION:' Mr, Simpson entered your el&ric rewind ,hnn 

" i 'a su^tha? L ln^ hi8 bUSin6SS With y ° Ur sho ? he 
is assured that he will get personal service for any problems that- 

Sve h?r?H t0 el6QtriC m0t0rS - He als ° k — you will 

give him the most reasonable price for his motors. 

purchas 1 "^ 8 ^^' 116 mer , Ch f ndise *» ^ock ? Mr. Simpson decides to 
purchase tv*> two-horse powfcr 'motors and one one-horie power motor 
T ^ e two-horse power motors were motors, that you had on sale for $U6 

to al Ml l° ne ~ h0rS %?r r ra ° t0r WaS not - s " le -d cos s $ 56? Ihe 
tL 3 Vh u t0 f°°* Mr - Sim P^n placed the order and requested 

• that, the motors;be delivered to his business the . next day. reqU6Sted 

Several hours after. Mr. Simpson lef tithe store it was discovered that 
the two-horse power motors were sdpposed. to be on sale for $125 

' priTS nlT Vk ° Ver K Si8ht f ^ PreVi ° US Sal * -ek Ld h^ 
. price tags had not been changed accordingly. Do you believe that' 
the manager should do anything to correct this situation? • 

VI. SUGGESTED SOLUTION (S) : The manager has several opt ions' in this 
- situation. . "AlthoUfehJie is not forced to change the pr^es the ' 
«anag ? r should alter^e mistake if it is at Si possLL More 
^han likely Mr. Simpson will never know the two mo^rs were on , 
sale. However, the possibility still exists. Therefore the store 
manager would want to consider two courses of action: 

1, The manager could contact Mr. Simpson and explain the error and 
tell him that the change of .-billing will be credited to his * 
account.. Of course, Mr. . Simpson will appreciate this service 

% a|d.wiH most likely continue as a. loyal customer. . 

2, '. Another possibility Wild" be to give Mr. Simpson a credit slip : 

( . . dl£fer?nCe t»e„ apply on ' \ 
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Introduction s 
• * Sales Promotion 

'Take a trip to any major shopping mall or tour .downtown businesses and 
y®u, will find materials,' foods, products, ' etc. all ..at. varying -levels of 
attractive, displays. . Department stores will concentrate more on display 
than, '♦say, a hardware stpr'e, but each^ecognizes that if the customer cannot 
see the merchandise displayed,- he^he is' very 'unlikely to .buy it. Similarly 



adyenising £nd promotion/ are central to the image a business wishes to 
portr^Tto^ the public aboWitself ,..ftsVrciduc'ta or its services. "Salens 
Promotion, ^in effect,, is critically important to a business operation 

How Hell do your students understand the dynamics' V>f Sales Promotion? 

r ' " - : 

The accompanying unit, -resources and case Studies 1 will provide you with 
mate-rials to bring this area alive for your ^rEV- students'. • x ' 1 



v 



UNIT: " SALES PROMOTION • 



TOPIC: v Display 



P erformance Ob fe&fo^ 



.A. Each student will become aware 
. . oT the careers related to sales 
promotion. 



B. Each' student will be able to 
de-f ine visual merchandising 
•'and list and describe the major 
' types ,of displays; 



O. Each student will he able to list 
'and explain the elements of 
. design. 



Ou 



ttin<£ 



D. Each student will be able to list 
the principles of arrangement 
and display. 



E. Each student will be able to 
discuss the importance and kinds 
of window displays. ■■ 



Ui 



B-l Definition of visual 

merchandising / 
B-2 Major types -of display 

a. Promotional . 

b. Institutional 



C-l Lines 
C-2 Shape ■ 
C-3 Size' • 
C-4 Texture 
C-5 Weight 
C-6 Color 

D-l Balance 
D~2 Proportion 
D-3 Harmony 
D~4 Rhythm. 
D-5 Emphasis' 
D-6 Contrast 



E-l Importance of window 
displays 
Kinds of window 
■ displays 



eric 
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Occupations 



ALL 



10,11,12, 
16,17 v 



10, 11,12, 
16,17 



10, 11 , 12, 
16,17 , 



10,11, 12, 
17 . 



Resources 



1. Display; and Promotion , Gary R. Smith; "" 
McGraw-Hill Book Co., Chapter 2. , .. 
. 2 - Retail Merchandising: Concep'ts 'and 

Applicatio ns. 9th Ed> . Samson- T LTtt 1 e & 
Wingate; Southwestern Publishing Co., 
pp.' '317-325.' ., 

i- Retail Merchandising: Concepts and 
* Applications, , 9th Ed. . Samson , . Little &. 

Wingate; Southwestern Publishing Co., ' 
' PP. 327-330. ■ • -'••„•./. 
'2. Display and Promotion . Gary R. Smith; 
, McGraw-Hill Book Co., Chapter 4. • 

' * •' >■:}» 

1 •" Retail Merchandising: Concepts and 

Applications . 9th Ed., -Samson, Little & 
igate; i 



Winga' 

PP. 3 
2. . DiSpla 



; Southwestern Publishing Co.; 
y and Promotion '. Gary R. Smith; 



McGraw-Hill Book Co., Chapter. 5. '•/ 

* • 

Retail Merchandising? Concepts, and : - " 
Applications . 9th Ed., Samson, Little. &' 
Wingate; Southwestern Publishing Co.', 
pp.. 318-320. "".':.. 
2 * Advertising and Displaying Merchandise, 
Hariand. E. Samson; . Southwestern 
Publishing Co., Section VI. 



101 



UNIT: \ SALES PROMOTIGN 



TPPIC: 



Performance Ob iectivefe) 



F." Each student will be able tb ' 
■list and describe the uses Of 1 
■ " the kinds of interior displays' 
and draw store; lay put, plans * 
showing the mosb effective 
location of displays. 



.. (I* 

G* ' Each. , student will^ be:, able to 
draw plans p and construct an 
effective display. 



Each student will be able to 
plan a sales promotion campaign}; 



1.02 



:RIC 



Outline 



F~l Types of interior. 

'displays ' ^ 
F~2 Goods forv interior * . 
, m displays ■ 
'F-3 How to display v 
F~4 Display loclfcfion - 
F-5- Store layout ' 11 
* 

G-l Planning the display 

G-2 Sketch^ " . 

G-3 Merchandise selection 

G-JJ Prop, selection 
■G-5. Mannequins' and forms/ 

G/-6. Signs and. show cards 
*b-7 Building^'the display 

H-l Planning a ' sales 
* promotion campaign 



4 & 



' Resources ,V 

.Retail Merchandising:. Concepts %nd". 
Applications , 9th 'Ed* v . Samson , -.Little .&. 
Wi.ngate ; Southwestern"-' Publishing Co. ;' ': , 
PP. 32.1-324, ; - >'V 
Advertising and., Displaying- Merchandi^e , - 
Harland E. , Samson- Southwestern ■• " ». 
Publishing Co.-' '*' ' >■ ." ' 

Display . and, Promotion y Gary fr. Smith- 
McGraw-Hill Book . Co. ,.' Chapter 6'. . 

. Re.tail ■Merchandising: Concepts and ' _ 

Applications , 9th Ed., Samson, Little '&' 
Wingate; Southwestern Publishing Co., 
PP. 338-350. 



Advertising and Displaying Merchandise f 
Harland E. Samson; Southwestern 
Publishing Co., Section II. 
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UNIT: SALES PROMOTION' 



TOPIC: Advertising. 



%.. 



Perfor mance Objecti ves) 



Outline 



A. Each student will be able to 
explain the cat^fe^es of 
advertising. , "'< . ' 



/ 



B. Each studerft will be able to 
list advertising mediaiand 
discuss the advantages and 
disadvantages of each 1 . 



C. Each student will be able to 
create an effective newspaper - 
ad. • • 
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A-l Classification 
advertising . 

a. National-^ . . 

b. Regional 

c. Local 

A-2. Cl^.sif ication of 
— audience 

a. Consumer 
^•-"■B"7'Tri]3usTry 

c . Business * 

d. Professional 5 
A-3" Advertising types 

a. Promotional v% 
b'. Institutional' 

B-l Newspaper- 
B-2 Broadcast 
B-3 Magazines 
■B-4 Outdoor 
B-5 Direct mail 
B-6 "Miscellaneous 

C-l Headline ' m ' 
C-2 Copy '• 
C-3- Illustration 
C~4 .Logotype 
C-5 /White space 
C~6 Border 



Resources 



Advertising , 5th -Ed., Wright , ^Winter & 

Ziegler; McGraw-Hill ;. pp. 1 -5 
2. Advertising , William H. Antrim" &" Dorr;. ■ 

McGraw-Hill Book Co. 
3- Advertising in the Market Place , Burke-; 
^McGraw-Hill Bopk Co. 




1. Advertising ,. 5th Ed., Wright, Winter 
Ziegler; McGraw-Hill;, ppr 128-189. 

2. Advertising , Antrim and Dorr; McGraw- 
Hill Book Co. 



* * 

!• Advertising: Its Role in the Marketplace 
4th Ed., Holt^, Rinehart & Winston; 
PP. 360-391. • ■ - * ' 

2, Advertis ing, Antrim and Dorr;. McGraw- 
'. Hill Book Co. , Chapters 3 and H. 

3. Merchandising , 2nd'' Ed\, Dorr; McGraw- 
Hill Book Co., ..Section III.' 

• ' • :1 • 




UNIT: SALES PROMOTION 



o * 



TOPIC:. Advertising- (Continued) 



• 




Pterfor matnce Object ive^ 



D. Each,, student' will be able to 
creat.^a/id"- o produce a spot 
announcement for broadcast.*' 



Outline 



D 

P 
D- 



-1 .Copy 
-2 Sound effects and props 
■3 Tape production 



E. Each' student will be able to 

prepare direct mail advertising. m 



oo 
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E- 
• E- 



■1 Material types 
2. Mailing lists 

3 Material preparation 

4 Distribution 



Occupations 



7,8 



Resources 

IT 



1. Advertising , Norris; Reston Publishing. ' 
• Co. ,. pp. 225-236. 

2. Advertising , 5th Ed.. V Wright , Winter. & 
^iegler; McGraw-Hill, pp. ' 1i4i4-i45. 

'3. Advertising: Its Role in the Marketplace 
Hh Ed., Holt, Rinehart & Winston, 
p. 590-98. ; % • 

4- Advertising and Displaying Merchandise , 
Harland E„ Samson; Southwestern • 
Publishing Go.,. pp. i45_iig . 

* 

1.. Advertising , Antrim & Dorr; McGraw-Hill 
Book Co., Chapter 5. 

2. Advertising and Displaying Merchandise , 
.Harland E. Samson; Southwestern ^ 
Publishing Co., pp. 36-44. ■ ,' . 
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• UNIT: SALES promotion 

■ '■ H»- — - 



TOPIC: Promotion .• 








Performance Objective^) 


* Outline 


Occupations 


, 'Resources 


A.. Each student will' be able to * 
explain sales promotion. 

i . . - ■ . 

■s ■ 

' * '• . ft- * ■„ 

!».■■■ 


A-l Definition of sales 

promotion ■ ■ '■ 
A-2 Importance of' sales. 

promotion K ■ 
A-3 Relationship of adver- 
.. tising,. display, and . \ 
personal selling 
A~*t The role of publicity 
. relations in' sales 
. promotion 
A-5 Trends in advertising 
and display 


•10,12,13, 
15,.16,17, 
1JB 


1. Advertising; arid Displaying Merchandise, 
Harland E.^ Samson; Southwestern • 
•Publishing Co., Section I. 

2. ^Display and Promotion,. Smith "& v Dorr! 

MqGraw-Hill Book Co. ~ 

3. The Businessman's Guide to Advertising 
and Sales. Promotion, Lewis; McGraw- 
Hill Book Co. 

• 



,. RELATED CASE STUDY : Sales Promotion - 'Display 

CASE TITLE: Display Merchandise Effectively^ r- 

SUGGESTED GRADE L/EVEL : Junior '"■ ' t 

CASE OBJECTIVES: The purpose of this case study is to acquaint 
students with the importance of arranging displays of merchandise 
and knowing the specifics of color, harmony, balance and propor- 
tion in display construction* ... At the Conclusion of th^ case 
study students will be able to: 

1. Construct a display that is 'true "to' the principles of' color, . . 
... harmony,- balairce and proportion. 

2. Possess skill in arranging counter displays *of merchandise. '•• 

3. Know the" arrangements, that are best for advertising merchandise 
on tables Of shelves*., • 

CASE DESCRIPTION: Shapiro's, a. very exclusive department store, 
has been long recognized for its outstanding displays. In fact, 
Shapiro's has won a numbe^f awards for attractive interior 
displays and is widely regarded withing the industry, as being a ' 
clothing store that has state-of-the-art equipment in the display 
aofea." Displays are changed each Tuesday and Thursday by several 
people who have worked v with the company for a long period of. time. 

^tfne : morning . as you a re working in the Junior department, word was 
sent to you €hat Mr.. Anderson, the head of the display area, 
wanted you^ to. come .to his office for a. new assignment. Upon your 
arrival he explained "that, the person who had been doing the^dis- , 
plays had requested' that ybu fill' in for him. He states that you 
are an employee who -could eventually learn the ba%ics of interior 
display. Mr. Anderson indicated that he thought you have the 
unique talents to prepare displays and would like 1 tx> have "you pu t 
together the, men's ^display area to complement, the ad. in tomorrow's 

^paper. . •* ■ t \ / 

fj ^ 

You have been given five, items to use in your display to -complement 
the advertisment. Oruly use 'what . you^eel will truly aid the dis- 
play. Some articles may be eliminated. Color, • balance, harmorty/ 
proportion and rhythm mus.tj be decide^ upon by you. ^ 

Items for display: sport shirts, shorts, slacks, .sport coats and 
shoes. The advheadline reads: '"Start Your Vacation With a Trip . 
to Shapiro ' s : Today"'..; > > . ■ f 



it • • . H 



VI. SUGGESTED SOLUTION (S) : 



1. The v display should indicate a tie in with the advertising 
theme placed in the* newspaper and the items listed in the 
newspaper. . 

■ ** . r »\ t- 

2. The display does not - necessarily fceed to use all the items 
that were outlined in the ad, . - • 

3. *The display should features Interchangeable colors in order 
- the customer to envisioA a number of different outfits. 



.a ■ 



r; 
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I. RELATED CASE STUDY: Promotion- Display * 

II. . CASE TITLE: The. Importance of .Displaying Merchandise 

III. SUGGESTED GRADE. LEVEL: Senior 

IV, CASE OBaECTIVES:. The purpose of this, case study is to'pre^re 

students for preparing and selling the idea of displays At the ^ 
.conclusion of this case stud* students will be able to: ^ . 

^ iTTiZ s ^ s f" ^fr : ^lor v harmony, balance and proportion 
in display Construction. . Lt - L . u " 

" ' 2 * Sv 6 ^^ ^ 800d f is P la y merchandise' is a prime factor in 
developing a customer's interest. . V n 

3^ Understand the importance of color irl the customer's accept- 
%M ce of m erchandise. ■ ? p • 

* ' v 

' 4.. Know that customer exposure to attractively displayed 
merchandise produces, additional sales . . ... 

V * ^^^ON: - You are working as a part-time employee in a 

Xlitv°o 8 ?°° dS St ° r ^ Y ° U haVe of ten thought of 4e pos- . 
■sibility of owning your own store and' sometimes you've imagined 
.this store as being very. much^ like the one you would ' like to own 

' SI 7 n ° tiqed S ° me Chang6S that W would like to make 
Today- is your opportunity. 

Since* the store has never- had a professional display person, 
employees have always done the various displays. Today the" 
.manager has asked you. if you would be in charge of all the 
display materials in the store over the next thre^eks . This ' - 
.includes end-of-the-aisle displays, window displace in t of 
.Purchases displays- and other < areas as you deemappropriate. In 
thinking about and ultimately constructing these displays, what 
would you consider and. how would you convince your manager that 
... displays really are more important than he/she thinks? 

VI. SUGGESTED SOLUTION (S): 

' 1 ' Th f r€ \ are at least ^ree things that you should stress .- 
relative to the importance of displaying merchandise to ' 
your manager: 



a. 



The more merchandise that is displayed, the more sales'- 
that should be produced. 

b. "Displays help build customer- good-will toward the store. 

c. Effective displays effectively arouse the customer's 
initial interest in the merchandise. 



Be sure to use colo* in an effective way. Whe'n you arrange a 
display, be sure, that, the color is eye catching and appealing 
Be sure that the display has balance and is in the right pro? 
portion to the display area. 

Stress^to the manager that it is important to -have a person 
doing displays wh 0 W a good background and therefore knows 
how to effectively build one. 

Draw up rough * sketches of the displays before actually build- 
ing , them. Be sure to elicit comments from others about the ' 
appropriateness 'of ideas regarding the displays 



Additional Resources- 

* a - ... 

| i 

f r ... 

SALjks PROMOTION: DISPLAY 

j .. ^ 

^ / 

State of tfee Art in Merchandise Disglayj Slide Presentation by 
Dr, Ron Harris. " ~/ 

V* ' • 7" ' • ' 
:*Sh^oos and Conditioners," Glenn Snyder, Progres sive Grocer 
August, 1983, pp. 6 If 64. ' — ,» 

»•■■•.. 

"How to Create Tempting 1 Sales Promotions, » Sales and Marketing ' 
Management, Rayna SkcfyrHk, March 12, 1983,' pp. 4K46. \ — ' ' 

"The Bigger The Better," Ronald Tanner, Progress ive Grocer , A 
January, 1984, pp. 61-64. ■ . : 

"Store of the Near Future," Gerald Lewis, Progressive Grocer. 
January, 1984, pp * "48-59. h ~~ ' 

"Safeway Sells Its Peanut Butter by the Barrel," Sales and Marketing 
Management , December 5, 1983, pp. 21-22. ~ " ~ 6 



f Additional Resources , 

, a • / . ... ; . . \ • 

• . SALES PROMOT^N: ADVERTISING * 

■ ■ ' • ■ \ . ' » . 

The Buy Line , Film Fair Communications, 109Q0 Ventura Boulevard, 
Studio 'City, 6A 91604. 

Sixty Second Spot , Pyramid. Films, Box 1948, Santa Monica, CA 80406.. 

Advertising Principles: i C*ea ting the Advertisement, Buyer Behavior , 

Marketing Research , Walsh^Carpenters, Gregg McGraw-Hill, New York, NY. 

« . .a * . 

"Advertising In the Great Outdoors, 11 Bill Wilkins, Progressive Grocer , 

^ -August, 1983, pp. 123-128. 

* •. « 

"The Advertiser 1 ^ Bag of Tricks, 11 Scholastic Voice , Number 8, 1973. 

"Negative Word of Mouth by Dissatisfied Consumers: A Pilot Study," 
. Marshal L. Richins, Journal of Marketing ,rWi>nter, 1983, pp. 68-78* 

"Viewer Miscomprehension of Televised Communication: Selected Findings , llVt 
Jacob Jacoby arid Wayne D. Hayer, Journal of Marketing , Fall, .1982, 
pp. 12-26. \ 

; "Using Background ^usic to. Affect the Behavior of Supermarket Shoppers," 
Ronald E. Millinian, Journal of Markeffiag , Summer, 1982, pp. 86-91. 



4 
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Sales Promotion:. Advertising cont. ■,..■>■■' 

"Adyertising Substantiation and Advertiser Response," John S. Healey 
And Harold! H. Kas'sarjian, Jottrnal of Marketing , Winter, 1983, ' '** . 
/ pp. 107-117. 

"The Sounds df Selling,"' Progressive Grocer , September, 1983, pp./ lA7r-152. 



"Marketings 'Scarlet Letter' : The. Theory and. Practice of Corrective 
Advertising," Jou rnal of Marketing , Spring, 19'84, pp. \L1-31. . 




Intr oduction 

— — - 1 — 



1 . . 



1 Sal^s .& Services 



if ^ 



The oldmajtim says:- ^Nothing happens until/ somebody sells some- 



\ 

things." Implied in- this laying is, that a sale La^e^ade by a 
• salesperson who knows about \the p^^^ ' related 
to it. That is the essence if this unit: /product knowledge, sales ' 
and customer service. ' v 



Students will enjoy this section lecaj^ it introduced them to 
the .fascinating world of /selling^ ; mili JsUt men an'd women, young 
and oldV have found this' profession to b4 challe^it^'^d/^arding. 
Are yo^students"' able to giasp a vis^c/n of £heir future/in sales as 



a result d^ycjir masterful landing M this challenges ; jUb§ect area? 

The Allowing material, resourcW • atik case^budies' should .provide 
incentive ^for D. g N studentjs to 'desire Voiaste^r thf? Sales and 



Service area. 



\ 



UNIT: SALES AND SERVICES 



TOPIC: Product Knowledge 



0 



Performance Obj agfag^ 



A. Each student will become aware 
of^the careers related to sales 
and service. 

B. Each student will be able to 
define selling and explain the 
role of sales- personnel. 



C. Each student will able to explain . 
the importanpe of product 
information. 

D. The student will be able to locate 
sources, and identify types of 
product information. 



Outline 



Ov 
00 
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B-l Definition of selling 
B~2 Role of sales personnel 



C-l Importance' to customer 
C-2 Importance to salesperson 
C-3 Importance to business 



D-l People > 
a» Management ■ 

b. Co-workers / 

c. Customers ; 

d. Manufacturer's 
representative 

e. Yourself (personal 
use) 

D-2 Literature ^ ' " 

a. Labels and tags 

b. Trade journals 

c. Consumer pubMcatib/is 

d. Mail order catalogs 

\ e. Store and competitive 
, advertising 



V 



r 



Occupations 



ALL 



ALL 



Resources 



1,2,3,6-18 



2,3,6-18 



1 • 'Retail Merchandising: Concepts and 
• Applications . .9th Ed., Samson, Little & 
Wingate*; Southwestern Publishing Co. ; - 
pp. 352-358. . ..' ■ 

2* Retailing': Principles and Practices . 

."7th Ed., Meyer, Haines & Harris, Gregg 
. McGraw-Hill; pp. .170-172, 178. 

1. . Marketing , 3rd .'Ed. , rMason, Rath & Ross 
Gregg McGraw-Hill, pp ; 338-340.. " 



!• Retailing: Principles and Practices . 

7th y Ed., Meyer, Haines & Harris,' Gregg 

McGraw-Hill, pp. 173-76..- 
2 ' Business Principles & Management . 7ttt 

Ed. , Everhard & Shilt-; Southwestern 

Publishing Co.., pp. 188-190. 
3. Guest Speaker-Salesperson. 
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JUNIT: . SALES AND SERVICES 



TOPIC: Product Knowledge (Continued) 



■r 



Performance Objective^) 



r 
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ERIC 



D-3 Types of product 4 
inf ormatipn 
a. 'What product 4s made 
of 

■ b, Jiow product is made 

c. Serviceability and 
quality 

d. How product is used 

e. , How to take care of. 
product * 

'Appearance, style, 
and design of product 

g. History and backgroun< 

h. Competing products 

i. Stock condition 
(availability)" 



Outline 



Occupations 



j". 



UNIT: SALES AND SERVICES 



TOPIC: Sales 



Performance Objecti ve^) 



A. The. student will be able to 
demonstrate the basic steps in 
a sale. 



O 



122 




Outline 



A-l Preapproach , 
A-2 Approach * 
A-3 Determine customer needs 
A-4 Presentation 

a. Sales talk 

b. Trading up 

c. Demonstration 
A-5 Overcome objections 
A-6 Close 

A-7 Suggestive selling 
A-8 Post closing 



Occupations 



■1-3,6-18 



Resources 



1.. Marketing , 3rd Ed., Mason, Rath k, Ross, 
) Gregg McGraw-Hill; pp. 346-356.' 

2. Retailing: Principles and Practices , 7th 
Ed., Meyer, Haines & Harris, Gregg 
McGraw-Hill; pp. 181-193. 

3. " Retail. Merchandising:.. Concepts and . 

Applications , 9th Ed., Samson, Little &. 
Wingate; Southwestern Publishing Co. ; 
pp.. 367-395. 

Retail Selling , Bodle Storey;- Gregg 
•McGraw-Hill, pp. 230-284 
Professional Selling, Brenman; Science 
Research Associates; pp. 137-226. 
Personal Selling: Foundations Process 



4. 



5. 



6. 



and Manag'ement , Enis; Goodyear 
^Publishing Co;; pp. 115-2.67. 
7. §asic Sales Techniques^ University of 
Texas, 1970 ed. .'.<;. 
J. 8 . Basic Salesmanship , Ernest ; McGraw-Hill 
^ Sook Co., Gregg Division, Chapters 5-8. 
9. j Fundamentals. of Selling , 9th Ed., 
|Wingate' & Nolan, Chapters 8-10. ! 
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UNIT: SALES AND SERVICES 



TOPIC: Customer Service 



Performance Objective^) 



A.- The student will be able to 
demonstrate the?' ability to 
handle customer returns and 
V adjustments. * 



B. The student will be able to 
. utilize the telephone in handling 
sales and service. 



C. The student* *wi.Il be able to 
th.e telephone in soliciting, 
sales-. ■ 1 ■. • * ■ ■ 



ERIC 
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Outline 



A-l Customer returns 
A-2 Adjustments.. , 
A-3 Policies and procedures 



\ 



B-l Proper telephone usage 
B-2 Serving the customer^ 



G r ^!j?4inhirJg 
C-3 The- ekll 

•'/ ■ \:*\ 

■ V v. 



;phone . usage 



I" 



Occupations 



2,3,6-1.0, 
12-18 M - 



9*10,t7 



Resources 



.1. Credit and Collections, Kohns; . 

Southwestern Publishing Co., Sections 
5 and 6. 

2. Retail Merchandising^ Concepts and 
. ^ Applications, 9th Ed. ; Samson, Little & 
% . Wingate, Southwestern Publishing Co., 
pp.. 1 52-1 58. „ 

1. Retail Merchandising: Concepts and 

" Applications , 9th Ed., Samson, Little & 
Wingate; Southwestern Publishing Co:, 
pp.. '193-94., 397-99. 
2'. ■ Retailing; Principles and Practices , 

7th Ed., Meyer, Haines & Harris, Gregg - 
, McGraw-Hill; pp> 68-69. 
3 f . Tele T Techniques Mean Business, Guaring; 

.Ohio State, pp. 12-38. 
41 Mountain Bell Telephone Co. Film Li'brary 

ir- yTele-Techniques Mean Business , Guaring; 
Ohio State, pp. 11-38. 

2. Basic Sales Techniques^ University of 
'•■ Texas, 1970 ed., Assignment 20. 

3. Mountain Bell. Telephone Co. 
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I. RELATED CASE STUDY: Advertising • 
II. CASE TITLE: Preparing Merchandise for. Release of an Advertisement 
III. \ SUGGESTED GRADE LEVEL: Junior-Senior * 

IV. teASE OBJECTIVES; The purpose of this case study is to prepare 
students for understanding that knowledge of merchandise adver- 
tised is an important dimension, to their respective jobs. . At 
the' conclusion of this case students should -be l|le to: 

1. \ Understand the facts abdut merchandise being ordered such as 
as prices, brand', names, colors, styles and models to sell 
" ; effectively. ^ 

2; Check available quantities of advertised merchandise before • 
an ad is featured. . .. ' 

3. Construct procedures for checking and . keeping track of " incom- 
ing merchandise. ... '] 

■ ' ■ > 1 

V. CASE DESCRIPTION: You-have been working in an auto supply store 
for three months as a part-time Distributive Education student.. 



\^ -. This afternoon, Jim Swenson, the store manager, took you into 

the back room and explained that twelve specific items 'Will be 
featured in the next mass mailing to. the community.' You'are 
.given the responsibility of .preparing the merchandise for 'the 
release of the .ad. In one week* ' you are to report the inform- 
ation to him regarding the twelve items. 

.. What actions should you pursue to do this task effectively? 
VI. SUGGESTED SOLUTION (S) : \ \- 

- !• Personally check all incoming merchandise, paying particular 

attention to the twelve items. 

V ,2. Record quantities, colors, etc. of each of the twelve items 
.. .< to be sure there are sufficient quantities on hand for - the 
ft mainling. . * 



3. Make sure that other employees know of the. coming mass mailing, 
are familiar with the quantities, sizes, . colors, etc. and 
where they are located. & 

4. Prepare displays for each of the items that will attractively 
highlight the twelve items. Be sure theVLtems are easy to 
handle. 

Make plans for extra employees td be working the first few 
days after the flyer is distributed. 
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I. RELATED CASE STUDY: Advertising 
II. CASE TITLE: Knowing Advertised Products 
III. SUGGESTED GRADE LEVEL : ' . : Junx6r 



IV. CASE OBJECTIVES: It is critically important that salespeople 
know of advertised products. Since^they form <£he link between 

- t advertised messages and the .customer,, they must be well prepared 
in selling the advertised product. By the conclusion of this 
/•unit, ^ie student will .be able to : 

L. Correctly inform customers of the location of' advertised 1 ' 
merchandise. 



.2.. Understand that advertising will help increase sales for 
a department or store, creating interest and desire in 
, customers. . ' , - 

3. Know that 'the salesperson is ultimately responsible for 
the sale 6 f the advertised merchandise. * 

4. Understand that, advertising is a form of prese^lling— 
arousing interest, creating desire and inducing action— 
but that the salesperson must complete the sales job. 

■ 5. Know prices, colors, etc. in order to better promote 
and sell. 

6 ?^"W derst and the importance of displaying advertised 

merchandise. .'. ... r . 

V. CASE DESCRIPTION: You are working ,as a Distributive Education 
Co-op student at a small ladies shop in l a mini-mall. ' 

When you come to work, the floor traffic is very slow. You 
' checked the ad board, but no ads were displayed. When you 
inquired about what was going on you got the reply VNothing. 
Everything's the same as yesterday." 

> ■ • . v .?^ 

At close to closing time, when you- were working alone, a 
customer comes in and asks about the special slacks advertised 
in the evening paper. Looking around for a special display, 
you found none. After checking the ad board again, ;you realize . 
that the ad was definitely not posted. Since you do hot" know ' 
about the merchandise advertised, and the customer insists on 
purchasing the sla*cks that- night, what do you do? 



V. SUGGESTED SOLUTION (S) : * ' 

lv Apologize to the customer for your unawareriess (ignorance?) 
of the advertised merchandise. 
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2. With the customer's assistance, attempt to find the advertised 
item, , 

3. Inform 'otherrs^M. p\x£ advertised slacks after the customer, 
leaves. ;■>; : ^ * 

4. See v that a display is built as soon as possible to display 
the merchandise, v 

A 

5,. Realize' that it is still your^ responsibility to find out 
about advertised merchandise. Call a manager immediately 
and find out what has been advertised. 
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Additional Resources 



SALES & SERVICE-: PRODUCT KNOWLEDGE & SALES 

V 

Serving. and Selling the Problem Customer : 
Interviewing and Hiring Store Personnel .' 



Larry Wilson, Personal Selling Kit , St. Louis* MO. . . 

"What Made Supersalesman Dick DiBari Call it Quits? 11 , Sales and ' 
Marketing Management , April 2, 1984, pp. 43-49. 

"Selling Vaults to Olympian Heights, 11 Liz Murphy, Labor and Marketing 

Management , October 10, 1983, pp. 57-58. ; 

"Selling Like There's. No Tomorrow, 11 . Steven Mintz, Sales and Marketing 
. . Management , August 10, 1S82, pp.. 37-39. ^ ' , 

ft A v Coupon, With You in Mind, 11 Sales and Marketing Manaigement , * 
July 4, 1983, p. 18. 

"Selling is Child's Play," Sales and Marketing Management , ';. . 

May 17, 1982, pp. 38-39. •• •' • < 

"Test Marketing," Sales" and Marketing Management , March' 12, 1984, pp.' 81-90 

1983 Guide to Product Usage," Progressive Grocer , pp. 31-35. 

i 

"SICBP: Your Manual on the Marketing Battlefield, 11 Sales. and 
Marketing Management , April 23, 1984, 'pp. 6-14. 

• r 

> U" . ... . 

, SALES. & SERVICE: ♦ CUSTOMER SERVICE . * '• ' j 

Customer Service in a. Quick Service Store 

, "And Now," the Drive-fin Supermarket," Sales and Marketing Management , 
September 12, 1983', p.. 20. ' ', , 



"Let's ^Tuck Some of" it Back In," Jane Temple ton, Sales 'and Marketing 
Management, April .2, 1984,. pp.. 74-75. , 

/' ~ : ' " ■ 

f ' ... »« 



• • . ' " -Introduction . . ^ 

•1 m ■ M " i «»hmm i w <■ • t urn 

Management &' Decision-Making 0 

There is perhaps no. more hotly contested "area today than . "Management & 

. * ■ <* ■ 

Decision-Making." Scores of books are' published yearly on the subject of . 
management. Do you believe in Theory X or^Theory Y style'of management? 
u How is real ..management, leadership developed? Is it possible for everyone 



to be a "One Minute Manager?" These and a score of other, questions confront 
the. student seeking to learn about management. .' Assisting the student in 
developing an 'understanding of the functions of management is what this unit 
is all about. By gaining an appreciation of what management does, students 
can become better employees. By excelling as an employee, they themselves 
become a candidate for future advancement. 

The accompying unit on "Management .& Decisionr-Making". is intended to ' 
cover the basics of management and provide you with resources .tha^ can be 
used in the classroom. n 



/ 
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UNIT: 



MANAGEMENT. AND DECISION MAKING 



IL 



TOPIC: Management 



!■/. 



Performance Objective^) 



A. Each, student will- be able to 

describe the five primary- 
V functions of management,, using 
- 'definitions and basic explana- 
tions of each function. v 



Eh Each .student will be $ble to 
explain the need for communi-. 
cations within the functions ■ 



C|. Each student will be abl.e to 
describe 'the phases of influence 
used by. management to. change 
•.employee", attitudes, 
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Outtine 



A-l 

* A-2 

A-3 
A-H 

A-5 



B-l 
B-2 



C-l 



C-2 



C-3 



Planning 
. Organizing 7 
'■'Staffing . 
Directing' 
Controlling 
' 4t 




■A .11 



Communications flow 
Communication cons^ 
quehces . . \ 



tfn free£i*rg: increas 
ing thl pressure or 
reducing resistance 
to change 

Changing: learning 
new attitudes . 
R&freezing: setting 
new attitudes into 
the rest of the 
personality 



rcupations 

1,\,5,7,8,9 
10V12, 11 
17,18 — ^ *Ja 




ALL 



Resources 

1. Business in Action , 2nd" Ed*, Bittal, 
Burke & LaForge; McGraw-Hill, pp. 79-82. 

2. Business Principles aiftd Management , 5th 
Ed., Shi It /Carmichael /Wilson; South- 
western Publishing Co., pp. 81-90. 

"3 ♦ Retail Merchandising: Concepts and 

Applications , 9th Ed., Samson, Little & 
Wingate; Southwestern -Publishing Co., 
pp". 537-5^5. 

Marketing and Distribution , Mason and 
Rath; McGraw-Hill Book Co,; pp. 512-515 
5. Dynamics of American. Business , Justis; 
P T rentice Hall Inc.; pp. 109-121.. 

.1 . ' Marketing: Basic Concepts and Decisions 
2nd "Ed., Pride ■& Ferrell; Houghton 
Mif]flin Co. * 

2». Marketing: An Integrated Approach ; 
Harper and Row. 

3« Business in Action , 2nd Ed., Bit^taL, 
. Burke and La^orge; McGraw-Hill, pp. 

• 390-91. . 1 ■ 

Dynamics of American Business , Justis;. 

• Prentice Hall Inc., (5^-56. " 

/ i. 

1. Behavioral Concepts in Management , 
Hampton; McGraw-Hill; p. 106-113- 
(currently out of print, but still. the 
only book that adequately - covers . thife 
area. )""/.. \ 
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UNIT: 



: MANAGEMENT .AND DECISION MAKING 



TOPIC: Management (Continu ed ) 



Performance Objective's) 



D. 



E. 



' G. 



Each . student' wi 1 1 be . able 0 to 
construct the decision making 
format and put it into practical 
use, using case problems. ■ 



Each student will be able to . 
describe the theories, problems, 
and trends in management. 

Each student will be able to 
construct the managerial grid 
and graph and five management 
techniques on the grid. (Illu- 
strates the relationship 
between concern for people and 
concern for production. \ 

Each student . will, be able to 
describe the^ seven leadership, 
styles. 



ERLC 
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Outline 



D-l 
D~2 

D-3 



Define the problem 
Form possible solu- 
tions 

•Determine evidence 
for and against each 
one 

Select best solution 
and justify it 



E-l* Theories ' : 
E~2 Problems - 
\E-3„ Trends 

F-1 Poor management ■ 
F-2 "Task management s 
F-3 Country Club manage- 
ment 

F-4 Middle. Road manage- 
ment 

F-5 Team, management 

G-l Democratic 
G-2 . Mediator (free rcein) 
G-3 Combination of auto- 
cratic and democratic 
G-^' Autocratic 
G~5 Charismatic . ' 
G-7 Business statesman 



Occupations 



ALL 



ALL 



1,3,5,7,8, 
•'9,10,12,13, 
14,17, 18 



1,3,5,7,8, 

9,10,12,13, 

14,17,18 



Resources 

- t . . . > - ■ ■ . ■ 

•1. Business in Action , 2nd Ed., Bittal, ' 

Burke & LaForge;" McGraw-Hill;' pp. 353-54 
2. Business Principles and Management , 
..5th Ed., Shilt/Carmichael/Wllson; ' 
Southwestern Publishing Co., pp. 647-50. 
•3. New City Telephone Co., (Game) Library; 
Mountain Bell. 



!• Readings in Managerial Psychology ,- 3rd 

Ed., Leavitt. and Pondy, 1964; pp. 447-56 
2. Up the Organization , Robert Townsend. 

1. Behavioral Concepts in Management , 
Hampton, McGraw-Hill; pp. 24-31. 
(currently out of print.) 



1. Business in AGtion , 2nd Ed., Bittal, 
Burke & La Forge; McGraw-Hill;, pp. 85-6. 

2. Business Principles and Management , 5th 
Ed. ^ Shilt/Carmichael /Wilson; South- 

. western. Publishing Co., pp. 426-428-. 
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UNIT: 



MANAGEMENT AND DECISION MAKING 



•TOPIC: Management (Contin ued) 



Performance Obiectiveis) 



Outline 



H. Each student will be able to 
define the primary personnel 
management ""terms . 



Each. student will be able to. 
identify three major motivation 
theories. 



Each student will be able to 
describe how management provides 
the desired product or service ' 
(emphasis' on, the retail l«evei.. ) 



ERIC 
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H~l Selection 
H-2 Training ' 
H~3 Motivation 
Promotion . 



1-1 Maslow 
1-2 Herzberg 
1-3 McGregor 



J~l Define product or 

service ; . 
J-2 Establish levels of 

output * 
J-3 Promotion to move 

to the consumer 



Occupations 

5,17,18 . 



ALL" 



8,9,17, 

18 



Resources v 7- 

i - : - — — ~ j' 

1* Dynamics of. American Business , Ju.stis; ' /\ . 
Prentice Hall Inc.; p.. 1*19. "i / i 

2. Business Principles and Management ,. 5th/ ■ 
Ed., Shilt/Carmichael/WilsonV South- ./ 
western Publishing Co. , pp. 425, 42§, m. 

3. Retail Htfrchandising:. Concepts and . / 
Applications . 9th Ed: T Sainsonj LiiXye . 

& Wingate; Southwestern Publishing /Co. , ^ 

. * pp. i53-5j». ^ / 

1. Dynamics of American Business , J^stis; 
Prentice Hall Inc.; pp. 147-52. 

2. Business Principles and Manager/ent , 5th 
Ed. , Shilt/'Carmichael/WIlsoh; /South- 
western Publishing Co.,<p. H; 

3. Management , 5th Ed., Flippo /4'nd 
Munsinger; Allyn and Bacon./ 

1. Retail Merchandising: Concepts and 

Applications , 9th Ed., Samson. Little '& 
Wingate; Southwestern Publishing Co., 
pp. 216^275. 
2 * Retailing , Buskirk & Buskirk, McGraw- 
tyill; pp. 23*1-285. 7 V- ; - - 

3. Business Principles and Management , 5th 
Ed. , Shilt/Carmicha^JL /Wilson; South- 
western Publishing/Co., pp. 133-169. 



136 



UNIT: . MANAGEMENT AND DECISION MAKING 



TOPIC: Management (Continued) 



Performance Objectives) 



Outline 



K. 



Each student will" be able to 
describe how management 
establishes and maintains 
sales promotion control. „ 



Each student will be able to 
describe how management uses 
financial planning in a business 
operation. / 



M. 



Each student will be able 
describe#how management 
establishes inventory. 



to 



K-l Advertising needs 
K-2 Visual merchandising 
K~3 - Display " . ■. 

K— 4 Publicity 
K-5 Public relations • 



L-l Bookkeeping .systems 
L~2 Budgeting 
L~3 A Management • reports 
L.-i» Financial statements 

a. " Balance sheet. 

b. "Income statement 
L-5 EDP / '■' 

M-l Types of inventory 
M-2 Selection of method (s 



00 

o 



4 ; 
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/ 



Occupations 

. 7,16,17,' 
18 



7,18 



17,18 



, t Resources 

1, Retailing , Buskirk & Buskirk.,' McGraw- 
Hill , pp. 3 15-83. . 

2 . « Retail Merchandising; Concepts and 

Applications . ..9th Ed., Samson, Little &■ 
Wingate; .Southwestern Publishing Co., 
pp. .276-351. 
3« Business Principles and Management , 5th 
Ed Shilt,/ Carmichael /Wilson; South- • 
western-Publishing Co., pp. -.173-192. 

■1. Retail Merchandising: Concepts and 

Applications . 9th- Ed., Samson, =' Little & 
Wingate; 'Southwestern. Publishing Co.', 1 
: pp. 464-519. •'- * 

2. Business Principles and Man a gement . 5th 
Ed., Shilt /Carmichael /Wilson; South- 
western Publishing Co., pp. 377-416. 

1 • Retail Merchandising: Concepts, and 

Applications. 9th Ed. ,. Samson, Little- V 
Wingate; Southwestern Publishing Co., 
pp. 470-478. 

2 - Business Principles and Management . 5th 
. Ed., Shilt /Carmichael /Wilson; South- 
western Publishing Co., pp. 229-233. 
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'UNIT: MANAGEMENT AND DECISION MAKING ' 



f 



TOPIC: Management (Continued) 



Performance Objectives) 



Outline 



N. 



0. 



0. 



Each student will be able to 
describe how management . 
establishes and maintains 
shipping and receiving 
operations. 



Each student wUl be-able.to 
describe how management \ 
determines and maintains 
pricing £jnd buying Controls 
and policies. • " : - 



Each student will be able to 
describe how office management 
delated to other marketing ' 
functions. 

\ . •, 



i 

)IS\ 



oo 
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ERIC 



N-l Establish procedures 
N-2 Set rules and regu- 

' la t ions 
N~3 Instruction of 
personnel 
Quality . control 



0-1 Pricing controls 

0-2 Buying controls 

0-3 Buying policies 

0-4 Pricing policies 



P-l Functions, to be 

"performed 
P-2 Improving and.measur- 

f P-3 . iRe.lationship .to rest 
/[of the operation 



4.-1 i 



i 



Occupations 

4,5,18 . 



15,17,18 



18 



■ ; ■ ; Resources 

1. - Retail -Merchandising: Concepts and 
Applications . Qth EdTj Sainsonj Little & 
Wing\te;, Southwestern Publishing Co., 
pp. .351-52, pp. 415-26. _ "■■ • ' 

2. Business Principles and Management , 5th 
Ed., Shi It/ Carmichael /Wilson; South- 
western Publishing Co., pp. 219-228, 
,599-619/ / 

1. ;Retail Merchandising: Concepts and . 
Applications. 9th Ed., Samson, Little & 
Wingate; Southwestern Publishing Co., 
pp. 237-246, 257-264. 

2. R^tailinff , Buskirk & Buskirk, McGraw- 
Hill,, pp. 234-48, 251-265. 

3* Business Principles and Management , 5th~ 
Ed., Slkii/Carmichael /Wilson.; South- 
western Publishing Co., pp. 113-^28, : " 
199-210.* ••" . '■ " „ 

* ' • . • ' 

W Business Principles and Management, 5th 
Ed., Shil.t/Carmichael/Wilson; South-. 
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UNIT: 



MANAGEMENT" AND DECISION MAKING 



TOPIC: Management (Continued) 



Performance Objective^) 



Q. Each student will be able to 
define and explain the basic 
concepts of collective 
. bargaining and union management 
relations. 



R.- "Each student will be able to 
identify the careers and trends 
in management. 



4> 



00 
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Outline 



Occupations 



Q-1 Continuous process of 
of collective 
bargaining . • 

Q-2 Objectives arid tactics 

Q-3 Legislation . 




R-1 
R-2 



Careers. 
Trends 




Resources 



T 

' ' ' • ■ * 

1. Business Principles and Management , 

., -■' Ed., Shilt/Carmichael/Wilson; South- 
western Publishing Co., pp. '2479-490 . 

2. Business in Action , 2nd Ed., Bittal, 
Burke & LaForge; McGraw-Hill,, pp. 322-42 

3. Modern Retailing: Theory and Practice , 
Mason & Mayer; Business Publications. 
& )o. t pp. 370 ~?2-.- 



4~ Free Enterprise In the United States , 
'. Wyllie & Warmke; Southwestern Publishing 
Co., pp. 85-106. .. 

r 

1, Business in Action , 2nd Ed.,; Bittal, 
Burke & LaForge; McGraw-Hill, 

. pp. 499-504, 

2 * Retailing , Buskirk & Busk irk, McGraw- 
Hill, pp. 465-478. « ' 

3... Dynamics of American Business , Justis; . 
Prentice Hall Inc., pp. 512-520. 



RELATED CASE STUDY: Management and Decision Maying 

CASE TITLE: The Decreased Sales Requires Management Action 

SUGGESTED GRADE. LEVEL : 'Junior . 

CASE OBJECTIVES: The purpose of this case study is to prepare 
students with actions to correct^ decreased sales. At the con- 
clusion of thi$ case students will be able to: ^ 

v • 

1. Determine the most efficient way to accomplish a job. 

2. Understand a framework of policies and' procedures within 
which to operate a business particularly in a declining 
sales situation. 

CASE DESCRIPTION: McHenry's, a .fast food operation controlled, 
through a decentralized system of operations, operates 46 fast 
food stores in the Western United States. The company runs each 
of these stores through a manager and assistant manager. The 
company management sets goals for each" of the fast foods restau- 
rants, to meet in. order tO^ijiiprove tlie overall sales figures 
throughout the year. If a particular spore or stores in the 
system begins to fall behind, the store manager must come up 
with a plan of action to. stem the lack of sales^. 

r 

For the first three quarters of the year,. McHenry's stores all 
experience excellent growth. However,, during the fourth quarter, 
one of the stores which you manage began to fall behind in sales. 
McHenryjte called your office and expressed concern and have now 
asked that you come up with a plan of action to stem the tide of ' 
declining sales. You feel, to some extent or another, that the 
declining^sales are r ctue to the surrounding M economy but nonetheless 

you feel sdmis actions must.be taken. 

i " - . - 

What are some of the changes that you would make in order to get 
the store moving forward again? 

■/ 

SUGGESTED SOLUTION (S) : The following actions might be conside/ed 

by the store manager: * . / 

• . ... / 

1. Consider sales motivation techniques such as contests ^r the 
; friendliest employee, exttfa lunch time for keeping the store 
in top notch shape, etc. frhis wiil provide an incentive for 
all employees. 1/ s 

2* Consideration should be \giVen to. a special sales promotion 
which could be rui^ to attract added customers into the store 
on slow days. j. 

" • v . ■ j f 

3* Hold a store meeting and t4lk about tjhe problem openly witb 
the employees, discussing the need t for increased efficiency, 
attention to detail, the importance in doing a job well, etc. 

4. .ConsMe^^ attractive displays or point of purchase materials 
, that febuld increase the on-site sale of food products as w411 



Additional Resources 



■* ; - MANAGEMENT & DECISION-MAKING 

: • v. 

Modelnetic , Montana D. E. Library. ' ' 

"Training -Salespeople to Get Success On Their Side," Mide Rodick, 
Sales and Marketing Management , August 15, 1983, pp. 6^-65^ 

"Manager ,With tfte Right Staff, 11 James W. Obermayer, .Sales and. 
Market io&Jjfena ^emen t , December 5, 1983, pi 47. 

"Hiring and Training: All the Better for Selling," Bob Woods, Sales 
*' a ^d Marketing Management Special Sector , August 15, 1983, pp. 58-60, 

"Manville Trains with Style," John B. Dorsey, Sales and Marketing .' 
Management , August 15, 1983, pp. 66-67.. 
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• ' / . Introduction 

Entrepf£rteursh.ip . ■ / ' 
A recent nationwide survey found that anywhere from .60-70% of Americans 
dream of owning their own business.. In spite of the perils and pitfalls and 

the record number of small business failures* millions, of Americans still 

• • • \ ' ' " . 

harbor the dream.' In many ways, as the Gallup polls indicate, owning your own 

business is somehow hooked up with the "American Dream." 

Interestingly enough, this subject has not been an official part of the 

D.E. Curriculum Guidelines in the past, although most D.E. teachers in Montana 

did teach certain elements of the subject. The subject of Entsrepreneurship is 

therefore covered ir> this revision for the first time. Of the many subjects . 

that could have been covered in this area, the. following eight were chosen: 

* Ownership and Control 

- * Location ' 

• * Financing ." 

* Personnel 

* Promotion 

# * Merchandising 

* Customer Services 

* Government Regulation 

The D.E. teacher is -encouraged to add other subjects as deemed necessary.. 
The case studies and resources at the conclusion, of this unit will provide 
needed "real life" - emphasis to the subject. of Entrepreneurahip . 



UNIT: ENTREPRENEURSHIP 



v TOPIC: . Ownership and Control 



Performance Ob 



A. Each student will be able to 

• explain the different forms of. 
business ownership and which is- 
best for various types 6f stores 

B. "Each student will determine 
.the procedures, regulations 

and. requirements for a business 
to legally operate in Montana. 

-C. Each student will.be able:to ••' 
.list the advantages and dite- 
. advantages. of starting a n^w 
business versus buying an. 
established business. ^ 

: D. Each student will be able to 

list the advantages and dis- . 
/ advantages of buying a franchise 
J- operation, ^ 



/ 



Outline 



A-l Individual proprietorship 
A-2 Partnership ' . 
A-3 Corporation 



B-l Local regulations 
B-2 State regulations 
B-3 Federal regulations. 



C-l Starting a new business 
C-2 Buying an exisiting 
store , 



Occupations 



ALL 



D-l Franchising 1 



ALL 



ALL 



ALB>. 



Resources 



l v Dynamics of American Business . Justis; 

Frent ice . Hall .Inc. ; pp. 41-59. 
2 - PACE . Level 2, Unit 5. 



1. Marketing , 3rd Ed., Mason, Rath & 
Ross, Gregg McGraw-Hill; pp. 26-28. 
2 - PACE . Unit 10, Level 2.' 



h PACE » Level 2, Unit 5. 



X . 



lm PACE » Level 2, Unit 5. 



I 



On 
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UNIT: 



ENTREPRENEURSHIP 



TOPIC: Location 



Performance Objectiv e^) 



A.* Each student, will be. able to 
list the advantages and 
disadvantages of five possible 
areas for store location. - 



B.Each student will identify 
various, types of traffic 
and the particular Jtype -needed 
for various businesses- 

■ C. Each student will be able^to 
list sources of business 
information .available in most 
. communities. 



D. Each student will be able to 
choose between rental/lease 
arrangements and ownership 
of properity. 



00 



Outline 



A~l Downtown 

A-2 Shopping malls # 

A-3 Secondary shopping 

district 
A-4 Neighborhood shopping 

district 
A-5 Side streets 

B-l Fast traffic 

B-2 Vehicular traffic 



C-l Chamber of Commerce 
C-2 Staff officer of 
. regional shopping - 
■ centers 
C-3 B&nks- - n , \ 
C~*l County officer for 

Economic .development" 
C-5 Federal & State 

Government. Publications 

D-l Rent costs 
D-2 Advertising costs. 
D-3 Ownership responsi- 
bilities 



er|c { 143 



t 



Occupations 



ALL 



ALL 



ALL 



ALL. 



Resources ^ .. 

!• Presenter's Guide Series,;. Location & 
Layout for Small Business ; U.S.. Small. 
Business Administration. • 



1. PACE, Unit 8, Level 2. ' 

2. The Small Business Handbook, Burnstiner; 
Prentice-Hall, Inc. - 



1 - PACE > JJnit 8, Level 2. 



1. Sm^ll Business Management , Sullivan; .' 
William C. Brown. ' 

2. Small Business Management , Pickle &. 
Abrahamson, John Wiley and Sons. 
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UNIT: 



ENTREPRENEURSHIP 



TOPIC:. 'Location (Continued) 



Performance Objective^) 



Outline 



E. Each student will be able to. 
identify specific factors on 
site location. 



F. Each student will be able to 
identify the steps involved 
in selecting a business site. 



/ 



00 
00 



■•" O "i 
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E~l Competition 
E-2 Traffic flow 
E-3 Transportation 
E-4 Parking & Zoning 
Ordinances' 

F-l Select a general area 
F-2. Look at. several sites 

within the general area 
F-3 Establish criteria for 

.'-each site. 
F-4 ftete each site based 

on criteria ' 
Fr5 Make a decision ba$ed 

on ratings 



Occupations 



Resources 



ALL 



1. PACE , Unit 8,. Level 2. 



ALL 



1. Presenter's Guide Series: Location & 
Layout for Small. Business; U.S. Small. 
Business Administration. 
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UNlf : ENTREPRENEURSHIP 



TOPIC: Financing, the Business 



r 



Performance Objective^ 



A. Each student will be able to 
.describe why an owner . needs to 

. .. invest personal funds in a 
business. 

B. Each student will 'be able to 
explain the difference between, 
equity and debt financing. 

.1 

C. Each student will be able. to 
describe the importance of , 
credit in .obtaining a bank loan 



D. Each student Will be able to. 
make a presentation to a bank 
financial officer in order to 
obtain a-small. business. \ 



Outline 



A-l Resources needed 
A-2 Raising the money 



B-l Equity financing 
B-2j Debt financing 



C-l £efsonal credit 

history 
C-\2^Byj»wiess credit 

history 
C-3 References 

D~l -Financial statements 
D~2 Capital requirements. 

%f a Business 
D-3 Marketing plan 



Ob 
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Occupations 



ALL 



ALL 



ALL 



ALL 



■ Resources 

!• Financing the Business , Small Business 

Reporter 'Series; Bank of America. .. 
2. PACE, Levels, Unit 8. 



1. Flnanc ing Your Business , Loffel; John ; 
Wiley & Sons. p, .■ ■ . \ 



!• The Small Business Handbook , Burnstiner; 

Prentice Hall, Inc. 
2 - PACE > Level 2, Unit 8. 



1* Business Loans from the SB A, U.S. Small 

Business Administration. 
?. Your Business & the SBA , U,S. Small 

Business Administration. 
3- PACE ,' Level 2, Unit 8. 
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UNIT:, ENTREPRENEURSHIP 



TOPIC: Personnel 



Performance Objecti ves) 



A. Each, student will able to 

determine the procedures 
.. for hiring new employees. 



B. Each/ student will be able td 
put /together a training plan 



for /new employees, 



C. Each student wiii be able to 
list the characteristics' of 
good supervision. . / 

' \ . / 

D. Each student will be able to • 
construct an employee 'handbook, 



V0 

o 



Outline 



A- I Job analysis 
A-2 Job description 
A-3 Recruiting methods 

a. . Help, wanted signs 

b. Newspaper ads 

c. Word of n\ou'th 
^ .d. Referrals 

e.. Family & rels^tives 
. f. Employment agencies 

B-l Goal of training 

B-2 Type of training 

B-3 -Methods . employed 

B~4 Physical facilities 

B-5 Instructor 

B~6 Materials 

B-7 Cost ■ 

B-8 Evaluation 

C-l Planning 
C-2 Organizing 
C-3 Staffing 
C~4 Directing 
C-5 Controlling 

D-l Company description 
D-2 Procedures 
D-3 Benefits 
D-H Special services . 



Occupations 



ALL 



ALL 



.LL 



LL 



Resources 

1. Personnel Management , Dressier; ' 

Reston Publishing Co*. 
2- Dynamics of American Business , Justis; 

Prentice Hall. Inc., p. 1*7. 



1. Successful Management of the Small & 
Medium Sized Businesses , Dickson; 
Prentice-Hall, Inc. 

2. PACE , Unit 12',' Level 2. . . 



1.- Business in Action . 2nd, Ed.,. Bittal, 
Burke & LaForge; McGraw Hill; pp. 79-82 

2 « Dynamics of American Business , Justis; 
Prentice Hall Inc., pp 119-121. 



Obtain from local businesses. 



loo 

■ . . ■ ) 




UNIT: 



ENTREPRENEURSHIP 



TOPIC: Promotion of Business 



Performance Objecti ve^) 



A, Each student will, be able to 

explain the goals of 
% advertising for a business/ 

services. . 



B. Each student will be able to 
construct a basic advertising 
campaign for a business/ 1 , 
service, utilizing the various 



media. 



/ 
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Outline 



A~l Selling goods & > 

services 
A~2- Maintaining goodwill 
A-3 Increasing sales ■ 

volume 

A-4 Attract new or existing 

customers 
A-5 Introduce f new product 

or idea - 

V 

B-l Development of goals 

of campaign 
B-2 Selection of ' ; 

merchandise /idea/ 

concept to ba&e th 

campaign assured 
B-3 Selection of tnedi 

a. Newspaper 

b. Radio " 
g. Television 

d. Direct Mail 

e. . Magazines 

f . Specialty Advertising 

g. Trade - Journals 

h. Outdoor . 

i. Yellow pages 
j. Other 



Occupations 



ALE 

/ 



ALL 



\ 




Resources 



Advertising Campaigns: Formulation & 
Tactics , Quera; Grid Inc., pp.. 1-5* 
Advertising In .the. Marketplace , Burke-; 
McGraw-Hill Book to. 



1. Advertising , 5th Ed;: r : Wright, :.Wir)ter &. 
Ziegler; McGraw-Hill^; pp. " 128-i8^* x 
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UNIT: 




RENEURSHIP 



TOPIC: Promotion of Business ("Continued) * 



Performance Objective^ ) 



C. Each student will be able- to 
pilan for a complete store 
layout for a new business. 



D. Each student will, he able to 
demonstrate, a pl^fn of sales 
training for new employees. 



( E. Each. student will be able to 
list? a range of activities 
to, support promotional plans 



to 



ERIC 
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Outline 



Occupations 



C-l Interior displays 
C-2 Merchandise presentation 
C-3 Point of purchase 

displays 

Window displays 

S . 

V . < • 

D-l^proach. . 
D-2 Merchandise presentation 
D-3 Overcoming objections 
D-4 Closing the sale 
D-5 Sale of supplementary 

articles 
D-6 Departures, techniques 

E-l Contests or ^ames 
E-2 Special . endorsements 
E-3 Fashion shows 
E-H Special evening sales 
E-5 Demonstrations 



ALL 



ALL 



ALL 



Resources 



2. 

1. 
2. 
3. 



Retail Merchandising: Concepts & 
Application , 9th Ed., Samson, Little &• 
Wingate; Southwestern Publishing Co., 
pp. 321 r 324. 

Advertising & Displaying Merchandise , 
Harlan E. Samson; Southwestern 
Publishing Co. 

Marketing , 3rd Ed., Mason, Rath & Ross, 
Gregg. McGraw-Hill; . pp. 3^6-356. 
Retail Selling , Bodle & Corey; Gregg 
McGraw-Hill, pp.. 230-28^N^jL^. 
Personal Selling Foundations Process & 
Management ; Enis; Goodyear Publishing 
Co. , pp.' 1 15-267. 



UNIT: ENTREPRENEURSHIP 



TOPIC: • Merchandising 



Performance Objective^ 



A, Each student will be able to 
handre the basic terms for 
. ordering merchandise. 



B. Each student will be able to . 
describe the basic information" 
contained on an invoice. 



C. Each student will be able to 
explain the importance of 
marking merchandise" for marking 
and coding of tickets. ' 
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Outline 



A-l Delivery 
A-2 Discounts 
A-3. Dating 
A-4 Sales terms 



B-l Data ordered $ 
B-2 Data delivered 
lt-3 Special shipping 

instructions ' 

Amount purchased 
B~5 Price of merchandise- 
B-6 Terms of payment . 
B-7 Prior creditq received 

C-l Inventory control & 

pricing rationale 
C-2 Price ticket information 
C-3 Methods of marking 
C~4 Remarking merchandise 



Occupati ons 



ALL 



ALL 



ALL 




'. • Resources 

1. Receiving Controls , - Ohio D.E. 
Materials Lab, pp. 3-1 *J.. 

2 . Retail Merchandising: Concepts & . 
Application , 9th Ed., Samson, Little & 
Wi-ngate; .South Western Publishing Co. 

1. Retailing: Principles and Practices , 

7th Ed. , 'Meyer, Haines & Harris, Gregg 

McGraw-Hill, pp. 136-1M. 
■2. Modern Retailing Managment, 9th Ed., 

Duncan & Hollander^; Richard D. Druin, 

Inc. 



1 . Retail Merchandising: Concepts & 
Application , 9th Ed., Samson, Little & 
Wingate; Southwestern Publishing Co., 
pp. ff 427~*I35. ■ ' \ ' 

2. Retailing: Principles and Practice s, 
7th Ed. ,\Meyer, Haines & Harris, Gregg 
McGraw^Hi\y p.' 301 



UNIT: 



ENTREPRENEURSHIP 



TOPIC: cust omer Services 



Performance Objective^ ) 



A. Each student will be abie to 
•identify the factors that go 
into, setting credit limits. 



B, Each student will be able to 
. list the information to be 
maintained for credit records. 



C. Each student will be able to 
identify effective, collection 
procedures. 



4> 
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Outline 



A-l ■ Required payment period 
A-2 Customer's* past payment 
record 

A~3 Customer's potential for 
future payments 

B-l Customer's name 
B-2 Customer's address 
B-3 Maximum amount of 

credit allowed 
B-.4- Date each item is 

purchased 
B-5 Item that is purchased 
B-6 Amount of each purchase 
B-7 .Amount of each payment 

received and the out r 
x standing balance 

C-l Accurate invoice 

preparation 
G-2 Prudent .use of cash 

discounts . 
C-3 Understanding payment 
terms 

C~4 Timely preparation of [ 

customer statements 
C-5 Send follow-up letters 
to delinquent .accounts 
C-6 Assess delinquency 
charges 

C-7 Initiate collection 
policies 



Occupations 



ALL 



All 



ALL 



Resources 



1; PACE > Unit 1$, Level 2. 



1. Business Basics, Consi 



ler Credit. A 



Self-Instructional Bqpfefret t U.S. Small 
Business ' Administration, 1 Washington , 
D.C. • 



1 \ Business Basics, Credit & Collections : 
' - .Policy and Procedure, A Self-Instruc- " 
. tion Booklet ; U.S. Small Business 
Administration, Washington, D.C. 



.4 
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^ UNIT: ENT.REPRENEURSH IP 



x 




TOPIC: Customer Services (Continued) 



Performance Objective s) 



D. Each student. yWill' be aVl^fto ' 
list the four "C 1 s" " of Zrfedit . 



E. Each student will be. able to 
"list the advantages of 
extending credit. 



F. Each student wiiLI be able to 
list four disadvantages of 
extending credit. 



AO 
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Outline 



D~l Charaic^er . 

D~2 Capital : 

D-3 Capacity 

D— 4 Condition/; 



E~l Increased sale.3 - v 
E-2 Repeat sales 
E-3 .Building, goodwill . 
E-4 Provide a mailing 'list 
for the store ' ■." / - 

F-l ;Need more capital * v 
F~2 Costs are additional 
F-3 Increased returned, 

merchandise. '* 
F-4 Possible loss of 

revenue from delinquent 

and uncollectable ; 

accounts V 



J : 



. * .*«"/ 



Occupations 



"ALL, 



f :. \ 



ALL 



.-v-v/ 



/.. ':0 [ ■ 



}<\ ft 



r 



I Resources 



1 ?ACJE ,. Un i t 17,. Le've 12. . . .' ' ■*/ 
2- Business Sffart. Up Basics , Dible, ■The| ; i ; '-- 
'Entrepreneur Press. ' 



1 ' PACE, 'Unit 17, Level 2, 



; ■ 




1.: PACE , Unit\17, Wvel 2. 



V 

V 



I ■ I 

;/■,/ 

1 1 ' ; | 

( 11 



■ i I r 



!:} . V. 
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UNIT: 



ENTREPRENEURSHIP 



TOPIC: Government Regulation 



Performance Objectiv e^) 



A* Each ,sttident will be^able ; tp 
identify the purpose of 0 
governmental regulations-. 



.B. Each student will be able to 
identify four Sources of 
regulation'. \ 



C. Each student will be able to 
list the types of federal taxes 
. applicable to a business. 



D. Each student, will be able to 
list the. types of state taxes 
voappiicable to a b'usipe'ss. • . 
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Outline 



A~l Promote .& protect a, 

■ healthy . society 
A~2 Promote competition. 
A-3 Examples: 

a. Standards for pure 
food &. drugs . 

b. Pollution of the 
eminent 

, c. Fair employment- 
practices . * • 

B~l Occupational. Safety 

& Health Administration 
B-2 Environmental Protect- 
ion .Agency 
B-3 Federal Trade Commission 
B- 1 * Equal Opportunity ' 
-Erftployment Commission 

i ' [ ■ J ' P ' 

C-l Individual Income faxes 
C-^2 Corporate income taxes 

Excise tapces . * . 
C~4 Employment taxes 
C-5 Social Security -taxes 
C~6 Death taxes 

D-l Business-real & 

property taxes 
D~2 Gr.oss^receipt & sales 
taxes (in -most states) 
D~3 Business automobile & 

truck licenses 
D-iJ Workmen Compensation . ' 

Insurance premiums 
)~5 Incorporation fees ^ 
D~6 Employment taixes " ■ 



Occupations 



ALL 



- ALL. .. 



ALL 



ALL 



Resources 



1 • How to Start, Finance, & Manage Your 
. Own Business t Mancusoj Prentice-Hall. 
■ : Inc. 

2 • 4 Maximizing Small Business Profits t Day ; 
Prentice Hall Inc. 



1- The Future of Business Regulation , 
Weiderbaum; -AMACOM* " ~ ~" 
2. PACE, Unit 10, Level 2- ' * 



,lv PACE , Unit 10, Level. 2. 
2. How to Start, Finance; & Manage You r 
Own Business Mahcuso; Prentice-Hall. 
' Inc. ,. 



1. PACE , Unit • 10.,- .Level; 2 X ■ 
2 ^ How to Staft; F'inanc^ & Manage You r ■' 
•* Own Bu^inek&v, ^.Ijla'frctiso;. Prentic^ r Hari . 



•/• A, 




UNIT: 



✓ENTREPRENEURSHIP 



TOPIC: Government Regulation (Continued) 



Performance Objective^) 



E. Each student will be able to. 
list the types -of local taxes 
applicable to a business. 

F. Each student, will be able, to 
• •. -explain the witholding of 

federal payroll taxes procedures. 



\ 



\ 



^4 
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Outline 



E-1 City, school district 

and county taxes 
E-2 Business licenses 

F-l Reporting of federal 
/ witholding income tax 

and Social Security 

taxes as per form 9*11 
F-2 Depositing the*" funds 

witheld 
F-3 Explanation of form 

.941 & VM . 



. Occupations 



-f- 



Resources 



ALL 



1. PACE , Unit 10^ Level 2. 



ALL 



1. PACE , Unit 10, Level 2. 
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0 ■ • 




I. CASE STUDY: Entrepreneutship 
I il. CASE TITLE: Understanding Promotional Mix 

ill. SUGGESTED GRADE LEVEL: Senior ' • 

IV. CASE OBJECTIVES: The purpose of this case study is to help students, 
understand the promotional mix as an integral part of a business. 

Developing a promotional mix for a business is an important consid- 
eration whether -a person is in business for himself /herself or ■ 
works, for . a major company. At the conclusion of this case study 
each student will be able to: 

1. Determine the usefulness of promotional activities.. 

2^ Know how to apply , the factor of cost to. the promotional, 
' ' . activities. 

3.- Understand how a smaller business is 7 often confronted with 
competing with a larger business. '■ 

• ; 4.* determine the significance of location, merchandise mix, and 

competition, for a small store, *< .. * , - 

> V. CASE DESCRIPTION:* You, own Kosy's Konvenient Korner (locally, known 
as the "KKK") , a small ' sporting good -store that carries- quality 
merchandise; furthermore, it should be noted \ that'. Kosy's is the 
■only., sporting good, store in Old Overshoe, Washington. 

Old Overshoe is a city of 22,222 people.-. The average community " 
resident- is 38. years, 3 months,: one week, two days, and 22 minutes 
* of age., »The main source, of income is the International Paper • 
;•' .. 'Products,, which produces "90% of the U. S. government's, paper needs, 
. . a large activity,' indeed! There is another IPP division that 

manufactures 4.0% of -the home paper products used by the country's 
. families, < 

Another important employer is Brace's Bountiful^Brickworks, ' ■ 
Plentiful Purveyors of Pretty Pieces of Pottery', specialized 
products made from concrete," sand, lime, and glass. Products made 
..: by BBB, PPPPP,, Inc. , are very popular- with national and international 
chain, stores. The best selling product is the artistically 
executed 3- by 2--foot concrete donkey-and-cart combination that 
graces so many elegant New Jersey front lawns. , . . 

The community is located , in a r recreational area 'frequented by , 
outsiders as well as the- residents; it is near lakes, mountains, 



. *This case study is quoted from Economics and Marketing: 'a - . 

.. Unit of Instruction, prepared by Neeley. and Wilson, Office of 

the Superintendent of Public Instruction, Marketing and Distributive 

Education, Olympia, Washing ton. 
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and campsites-. It has recently ..become popular, as the site for 
annual meetings of West Coast motorcycle groups, including the 
Cuddly Tiny Teddy Bears. On their lasr^sit to Old Overshoe the 
Cuddly . Tiny Te^dy Bears were good customers of^ the local stores, . 
including the rt KKK" where they bought the total q|ock of knives, 
baseball .bats, bicycle chains, . and other needed products to; keep 
..the real^bears away from their private campsite, which was located, 
somewhere^ iji the deepest reaches of Mother's Arms 1 Mountain. 

x$iir business Iwa been open for 12 years and has been successful. 
Kobe's Konvenieht koiftie^ has always of f eredtyality products and « 
exceptional service in.Vf riendly , relaxed hotye town atmosphere. 
"Word of mduth advertisi^ ffc^. satisf ied customers has proved. £o 
.be your best promotion. *' " : 

* - " - ^. • " . ' . " ■ 

• ■ v: - - ■ 
JayrMart, a large chain spotting good store recently opened a 
new store in your community.. This store, a major operation, is 
your closest competitor within fifty, railed. The new- store has beeffi - 
using radio, television, newspaper, afid direct mail advertising to 
make, the community, aware of their discount prices on a variety of 

name brand merchandise. In addition, Jay-Mart , has- a -*u 11- time ■* r " 

technician for repairing, modifying, and adjusting, all the mer^tteuidi^ 
sold. Each new customer is offered an initial 25% discount ^r*Jll 
purchases made during -the first visit. AND-^Jay-Mart guarantees to 
undersell any business on any merchandise! * 

You get the impression that this new competitor wants you out of 
business, ■ . . 

A recent meeting with your CPA .reveals that store sales are down 35%. 
You are alarmed at this decline. As the store f s owner, you must 
act to protect your investment. What will you do? 

1. Will promotional activities help? 

2. - How much , can you afford ^to- advertise? ■ ' 

3. Ig your location alright or tfbuld you be in favor of ^ 
changing it? * 



/' 



I. REU£$$J^E STUDY: Ent.repreneurship/ u 

II, CASE TITLE: Locating and Establishing a Pizza Parlor 

III, SUGGESTED GR&DE LEVEL: Senior ' ■ " " ' • 

IV. CASE OBJECTIVES: The. desire to establish a business is the 

j dream <of many young people. Among the many factors affecting - "■* 

/i? this decision ^re the decisions on identifying potential customers', 

knowing where they are located, .etc. At the conclusion of this 

- . case study, the student will be able to: 




Identify the potential customers of this business. > 

2. Ascertain the potential number of customers 

. 3 '* Understand where the potential customers, are located. "7 

V. ^DESCRIPTION:* ' Ron and' Diana make. .a pizza that is a gastronomical 
. delight. Their friends all agreed that it was better than: could be 

V obtained anywhere in the city of Millersburg. • ' - - 

With a small savings, Ron J^Diana decided to market their- pizza ' 
by opening their own pizza parlor, business , to be called' "Grand- 



father^' Pizza Parlor.". . 




^ "*&s ; * . . ... - i 

Their businesswi^l be located on the main" street in the downtown 
area with poor parking. The population of Millersburg is--^ 000. 
In the city there are already restaurants serving pizza. The ^ 
community is family, oriented, with the average"«age 0 of 29. The 
community^ has one - high school. 



; .Ron did some research with the *ta^te department of economic 
development aiuL.<£ ound~that the average American eats pizza- 1.85 
times- per month. The average-pizza sale is $9.35. ■ \ 

,• \z How would you suggest that Ron determine the answer to these 
. . -.three questions? a 

1. "Who. are potential customers? • 

2. How many are there? v ' ' 
.3. Where are/they located? • 

VI. SUGGESTED SOLTUION(S) : Discuss with students exactly how they>would 
. go about drawing figures from the" 37,000 people v in the town. 
Be sure they understand the importance of the, physical location 
of the business. 



- erjc - - • ;. 



.. ; ; . *This case s tudy is quo ted from Economics and Marketing: A 
; •-Uni^ of Instruction, prepared .by Neeley and -Wilson, Office of • " ; ' 
' the Superintendent of Public Instruction, Marketing and Distributive 
Eduction,- Olyrapia, Washington. \ 



'Introduction 



■ % 

Economic^ & Marketing % 

■ #•. • % • • : 

The statistics regarding a typical high school student's, knowledge 

of economics' are appalling at best, according to the Joint Council on - 

Economic Education/ distributive Education programs t#re somewhat bet terj, 

but nonetheless until the last few years did not spend i^uch time on 

• ■' ■ ■ ' " * • % • ., * 

teaching. Economic Principles. Today this picture is changing somewhat. 
■ . ■ " ■ ' ■ m ■ % 

.Dr. Terryx Anderson, Director of the Mpntana Joint Council on 

■ . "... ■ c - ■ ■ . . %. 

Education and Dr. Norm Millikin, Department Head in Vocational Teacher 

Education at Montana State University, are working jointly to improve . 

the quality of teaching in economics at the high school level. 
* ■ . v 

This unit on economics should provide^ the necessary basics of. 

' ■' ■ ■ ■ ■ ' fi- ' : . : ■ 

economics to teach your D. E. students. The resources listed provide 

„\ ' "v ; . ■ 

interesting aids in teaching economics while the.ca.se studies help to 

/■ ' - *. ■ . 

stimulate students' thinkings. 
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UNIT: 



- ECONOMICS 



TOPIC: Competition 



Performance Objective^ 



A. ## - Each student will be able tp 
explain. the theory of economic 
competition 



B. Each student will become, 
familiar" with how free 
interprlse f its into the 
scheme of competition '. 



Each student will kncft 
the advantages of competl 



:ion 



Each student will ^understand 
the b&sic factors df economic 
production 



A-l 
A~2 

A- 3 
A-4 



B~l 

B~3 
B-4 
B-5 



C-l 
C-2 



D-l 
D~2 
D-3 
D-4 



Outline 



Pure competition 
Monopolistic \ ' 
competition. 
Oligopoly 
Monopoly » 



Entrepreneur 
Free enterprise 
system , 
* Revenue 
Profit 
Loss 



Employemnt, 
Consumer benefits 



. Land * 
Labor 
Capital 
Management 




pations 



All 



All 



All 



Resources 



I. Retail Merchandising f Concepts and 
Applications , 9th Ed. , . SapSop, 
Little and Wingate, Southwestern 
Publishing Cqmpany. f 

Economics for Young A^gfrtgaiw y- : 

Phase II , U. S. Chamber of Commerce, 
Washington, DC. 



2. 



lr ^Business Principles and Management , 
7th Ed., Everhard and Shilt, South* 
■» west Publishing Company. 

Life Skills: , Basic Economics, 



2. 



Understanding Basic Factors , 
Society for Visual Educationa , . Inc . , 
1345 'Diver sey Parkway., Chicago", II 
60614. - * 



1. Business Principles and^Manag^aent , 
7th Ed,, Everhard Jand Shilt, . South- 
west Publishing Company. 

2. Economics for Young Americans , 
Phase II , IT. S. Chamber of Commerce, 
Washington, DC. / 

1. Business Principles and Managemen t, ; 
7th . Ed., Everharfd and Shilt, South- 
west Publishing 'Company. 

2. Retail Merchandising: Concepts and 
Applications , 9th Ed., Samson, 
Little and. Wingate, Southwestern 
Publishing Company 
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0 



/ 



Juki 



UNIT: economics * 



TOPIC: Opportunity Costs 



Performance Objective^) 



A. Each student will be able to 
define opportunity costs ^ 



.B. Each student will be able to 
. explain the dynamics of 
decision-making Vh^n con- 
fronted vlth different • 
opportunity costs 



o 

4> 
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> 

Occtfpat 




A^l Giving Up -on thing 16 

. get another thing 
A~2 Diretft^opportunity 
costs 

A~3 Indirect opportunity 
"/ costs 1 11 

A-j4 Measuring alternatives 



B-l\ 



\ Decision-making for 
^individuals 
. Prioritizing process 
-VBucfgeting process 
B-2 Decision-making for 
governments 

- Budgeting process 
involving . the wants 
and needs of inter- 
est groups 

B-3 Decision-making for 
business ... 
- , Production 

- Marketing 

- Expansion 



pattons 



All 



Ail 



Resources 



1. The Kingdom of Mocha , film from ' 
Modern Talking Picture' Service , * 
Film Scheduling Center, 2323 New- 
Hyde Park Road, New Hyde Park, 

HY 11041 

2. You Pay .for What You Get ; Our 
Economic- System , Consumer Information 
Center, Dept. 703, Public Relations" 
Sears Roebuck & Co., Chicago IL 60684 

1. "In the Marketplace ," Economics 
. Project Book , Dx. Norm Millikin, 
Department of Business and Office / 
Systems, 315 Reid Hall," Montana 
State University, Bozeman, Ml 59717 . 
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.UNIT:; economics 



TO WG:. Functions oi Money 



Performance Objective s) 



A. Each student will be able! to 
. define the four functions of 
'.' money 



#. Each student will be able to 
identify the differences among 
different kinds of* coins > 

• ' . & .' ^ - 



c. 



» * 



Each student will be able to 
write a short definition* of 
money - . ■ * \ 



D. ' Each student will lie able* to 
distinguish the various U.S. 
" ' ** currency backings 



"E. 



:J!ach student will be &ble to 
distinguish, between genuine 
arid .counterfeit N 



W£ ; 179 



Outline 



A-l Medium of. exchange, 
A~2 Measure of value 
A- 3 Store of Value 
A-4 Standar of future 
payments 



B~l Gold 

B-2 Silver 

B-3 Non^Sil^er 

B-4 .Minting 



Money d&Mned ' ] 
C-2;>;Money 'explained'. ^ * # 

D-l GoliL certificates 
D-2 Silver certificates 
D-3 Federal res^ve notes < 

-. ■ ■■ ■■ , > k. "4V* ' : 

E-l Currency illustrations 
E- 2 . Symbols on 'federal' I . * 
reserve notes 



1 A 



Occupations 



All 



All 



All 



All 



<-All- 



"■41.. *- 



■f ,v 



Resources 



1. Fundamental Facts About U; S/. Mon ey, . 
i Federal Reserve Bank "of • Atlanta ,* ♦ 

Information Center, Research Dept., 
Federal Reserve" Station, Atlanta, 
. GA 30303. ■ ■ °\ a 

2. Economics, and Marketing , Blaine 
Wilson- and Kurt Neeley, State of* 
WashingtGn Of f ice of Public . Q : ■ 

. Iris true tion P " ' „ 
^ * • 

- 1 • Fundamental Facts About V.%. Money ] '■. "■■ 

Federal Reserve <Bank of Atlanta," . /r 
Informatidn Center, Research 4?ept. - r .' . 
*. Federal Reserve Sfca'tion., Atla^t^V" - - ¥ 
GA 30303,. > ■✓.»•/ sr . 

2; Economics and Marketing j Blaine V/^>\ 
; Wilson and Kurt NBelfeyv^Sfcate oj: '-^ 
I-* /Washington -Office of: P.uSlic- > / ^ + 
Instruction *v . 

Fundamental Taeta ^boii^t ^ U . S . Ijdon^y j ; ' 
- Federal Reserve;: Bank qf . Atlanta;. . 
. -• liiformation Cent ef , Res'eareh , Dep t . y' . ' ' 
federal Reserve 1 Station, Atlanta, , 

- GA 30303 • • % ; ^ ' " ' ' 



. ■ 8/ ■ 



1 . Genuine, or Counterfeit:? : federal \ .. A 
.' ; Reserve Bank \b£vMinneapo lis , OffacV^. 
- » of Public information,, 2S0 Marqli'ette 
. "Avenue,." Hintieapblis , KN' S5480 ; K * *' , ' 



-^r. Genuine jbr ■C^jtinterf eit^ f. 
. Reserve. ^Etik of Minneapolis, ;pf f4. A ce * '' Km /S*' 
" v of ?ublic I,nfortnati^n, 250 "MiVrciu^tfee^ >'/'.. » 
:-i rf 1 il^eliue; .vlMiiin^ap0:l is, S^M^U^^^^ 

^-.^^ ■ />o. ; ^^<^:;^^ 



W.[ Tw^Q ^I^n^l^QO j Jat^ sIrv3;ces-' : ->h'' ; 

•> . * </. • ■-, ^ ^ ., ■ . . »';;*«. . .' • ■.. 



.# " 
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yy^*&*^$e 'e^apmlc^|Dckis- arid/' "^.-j; 
■■ . v : ^ 1 ■■■>:*■":■••. v^v/v" \.v*v> . v -*-*V- 



■•"•/ 



' / >;:. '&ftd. .^er vices;' •■V ul o" 1 . ■ ' V 



< ■■..-■i« r ; 



•' ■/ Ci ;Ea<*;;:Stu<i^^ 



Outline 



o A-l: Bcoriomic gocSd - \ 
. physical object 

\ 'activity, an^ to 



S 



■1 



; B^l Gp-nsainer 
t • °iftdi\ji4uall^ purchased 
' Xapi^al goods - used 
I r in .product'lon of* Qtl>e 



C~l Puxchasil?! involves ^ 



. . and 30fvac$S . c ^ ^ . fc 



;•• . o 



C-2 Productive capacity, ,; 
, • . -• shifts to' preference 
and profits ^ >" v 
Constiinexs 'are the, key 
ii- * • t<s tli^'process ' 

• D"!' xtjnsatisf 4©d wants, ahd' 
;^nfeeds' n affect buying **V 

r .Ib^y^v^r^ _ . - ^ - V-^/„ ' . ' 
; D-g; ; ■ i P.hys^.cli,~t6-4self %- 
' ^ fuilf illjhetjf >eeds 



• .'/-Art* 

n n 'A. ■ 





9 AH 



1 «v- 



All . I- 



?.^.-.'V:::- v > - % ^ 



-7** 



-4r 



i*. Economic g and .Marketing. Blaine.', 
.yifapn atnd Kurt /Neeley", State. ^ 
;of ^ Washington oif ice of Public 
0 . Ittstruction! \3f }.*■■' .: ■ 
. 2 'Economic L eard lng Acl; ivi t y P ackage^ 

'interstate: Distributive Education 
■. * Curriculum. ; - Cctosor tium , , Ohio State- * 
. 'University ; • 



•: - ->'• 




i;i> Life Skills ; . Basic Economics , , 7 
7- Understanding Economic Trends., , • *v . .4 
Society; for Visuals Educatiqn,^nc . , 
Xv, 1345. Div'ersey Parkway , Ghicago, IL ' 

'. 60614 " ' ,:«-- l .-:> v _ \,V5 , : '-v ,• 

1 * - Economics and Marketing. Blaine. 
' . , . Wilson and / Kur^ feeley, State ' 
/. of Washington 'Offide. .of . Public 
: Instruction. . v . vA-V '■ ' V'iV ' • ' * .• " * ' ' 



, - "a ■r. 



*<^« Business Principles and' Management . 

; i7th Ed^V Jverhard and. Shilt, .South • > , 
Vestern Publishing Cq', ; .,p. 432. : ^ * ■ ■ 
•2 . Dyhamics of American ' Business , \ ■■,<■: * . 

. :> Jnstis,,, Prentice HaTl Inc.^ pp. ^7-52.'. '% 
3« Economic Lear.nJ.ng Activity Packag e's, .- " - \ 
'.S. Interstate^DistrlbutiVe "Education • • 

* Curricwlum Consortium, Ohio State • i 

•\ v Utiiversity. ' ;'. v v : 



UNIT: 



ECONOMICS 



Pricing 



f. 



Performance Qbiectfvefe) 



Outline 



Occupations 



A. 



B. 



D. 



3 E. 



Each student will be able to 
understand 'the essentials of 
price . „ , . 



Each student will understand 
how price is determined I 



Each student will become famil- 
iar with additional factors 
'affecting price 



Each student will understand 
how price inf latidn occurs 



Each studen will understand 
how government control affects 



price.. 



/ 



A-l Supply 
A- 2 Demand 

A- 3 ' Allocation/rationing 
A-4 Elasticity of demand 



B-l 

B~2 
B~3 
B-4 
B-5 



C-l 
C-2 
C-3 
C-4 
C-5 



Price axis 
Quantity axis ' 
Equilibrium point 
.Demand schedule/! 
Suppjpr schedule 

Obsolescence / 
Custom products 
Psychological priTring 
Pricing policy 
Cash vs. credit 
purchased 



D-l 'Money shortage 
D-2 Interest rates 



1 



E-l Govermental regulatory 
agencies / 

E*-2. Business reporting 

procedures 



All 



All 



All 



All 



All 



ER?C : 



Resources 



1. Economics for Young Am ericans, 
Phase II , U. S. Chamber of 
Commerce, Washington, DC. 

2. The Economics, of Marketing , Mary. 
Klaurens, McGraw-Hill, Second. 
Edition, .1978. . ' : 

1. Economics for Young Americans ,* 
Phase II, U. S. Chamber of . 
Commerce,. Washington, DC. 

2. Economic. Learning Activity Packages , 
Interstate Distributive Education 
Curriculum Consortium, Ohio«^tate 
University. . 

1. "- The Economics of Marketing , Mary 
■ Klaurens , x McGraw-Hill, Second 

Edition, 1978. 

2. Life Skills: Basi k Economics, 

* — — — ■ > — - — . — — — — . — ^ , * 

Understanding Basic Factors , 
^ Society of Visual Education, Inc., 
1345 Diversey Parkway, Chicago, 
IL 60614 : i i \ 



1.^ Economics for Young Americans , 

Phase II , U. S. Chamber df Commerce 
Washington, JDC. - \ 

1. "Economics for Young Americans , 

\Phas^,. II, U. S. Chamber of Commerce 
Warning ton, DC. 

. ' v.- \ ■ 

' .. 18 i ■ : ' 



UNITY" economics 



TOPIC' Taxe s . a nd Economics, 



A. 



o 
oo 



Performance Objegdygi^ 



Outline 



Each student -Will be . able to 
explain the 'difference 
between direct and. indirect . 
taxes* • 

Each student will be- able to 
give examples of taxes imposed 
on* individuals arid businesses 
at £he state and federal tax 
levfel / 



Each student, will, be able to 
identify the main sources of 
income - 
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er|c 



Occupations 



Afl Direct - passed on 
Af2 ; Indirect - hidden 



All 



B-l Federal direct ta^es. 
Income tax 

- Social Security tax 

- Estate tax ' 9 
~ Unemployment tax 

B~2 Federal indirect taxes 
, - tires 

- airplane tickets 
alcohol 
cigarettes 

B~3. .State direct taxes 

- auto licenses ' 

- personal income 

- corporate income tax 
B-4 State indirect taxes 

- alcohol 

r cigarettes 
utilities 

Ol Federal sources of 
income 

- personal income tax 

- Social Security tax 

- gift tax 

- esfate tax 

- corporate income tax 



All 



All 
\ 



* Resources 

Life Skills: Basic Economics » Under- 
standing Basic Factors, Society for 
Visual Education, Inc. , -1345 Diversey 
Parkway, Chicago, IL 60614. 

1; Here Are Some of The Taxes You Pay 
• Standard Federal Tax Reporter 1978 
Index/ Commerce Clearning House, Inc., 
1978. ■ , . 



li Analyzing Tax Policy: A Resource 
Guide , Joint Council on Economic 
Education, New York, NY. 



~T8 o 



J. 



UNIT: ECONOMICS 



TOPIC: Taxes and Economics (Continued) 



V 



Perfor mance Objective^) 



8 "* 

D. .Each student will be 


able to 


" D-l 


Welfare 


identify the sources 


of •; 


D-2 


Public schools 


government spending 




D-3 


Defense' 


\ * 




. D-4 


Highway 






D-5 


Police Service 




r 


D-6 


Postal Service*. 


" / . * . 




D-7 


State or federal 








local subsidies 


S 




D-8 


Etc. 



o 



9 

ERIC 
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r 



Outline 



\ * .* Resource^ 1 

, Analyzing Tax Policy: A Resource 
Guide, 'Joint Council on Economic 

Education,. New' Xork, NY, 

■ ■ N 

, Economics and Marketing , Blaine 
Wilson and Kurt Neeley, State of 
Washington Office of Public ' 
Instruction, ^ 



v 



i 



A 
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UNIT: . economics 



TOPIC: Economic Indicators 



A.* 



C. 



Perfor mance Objecti ve^) 



Each student will be able to 
Identify and define economic 
indicators 



Each student will be able. to 
explain how the economic 
indicators can be used 



Each student' will be able to*, 
recognize wften' these indicators 
are being used in forecasting 
for the economy. , 



o 



9 
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Outline 



A-l. 
A- 2 
A- 3 
A-4 
.A-5 

A-6' 
A-7 

B-l 



C-l 



C-2 



tics 



Gross national product 
Consumer price index 
Wholesale price index 
Unemployments tat is 
Dow Jones bond and 
stock averages' 
Housing starts 
Sales and inventory 
levels 

Relate explanation \. 
to each* of the seven* 
categories . above/ 



Monitoring of news- * 
pape r s , rad io , T . V . 
programs 

Monitoring of Wall 
Street Journal , The 
"Week in Business , and 
other business 
. programs 



Occupations 



All 



All 



All 



^Resources 



Economics and Mark eting , Blaine ' . 
Wilson and Kurt Neeley, State of 
Washington Office of Public • 
Instruction. * 

Economic Learning. Activity Packages 
Interstate Distributive Education 
Curriculum Consortium, Ohio State 
University. ' ^ 

Economics and Marketing , Blaine '* 
Wilson and Kurt Neeley, State ..of 
Washington Off ice of Public * ] 

Struct ion, - 

. Life Skills; Basic Economics , " 
Making Financial Decisions , Society 
for Visual Education, Inc., 1345 
Diversey Parkway, Chicago ,^ IL 60614 

* Economics and Marketi ng, 
Wilson and Kurt Neeley, State. of 
Washington Of f io*e of Public ' 1 
Instruction. ,s . . 

Life Skills: Basic Economies , 
Making Financial Decisions , Society 
for Visual Education*, Ine;, 1345 
Diversey Parkway, Chicago, IL 60614 

i • 
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UNIT: 



ECONOMICS . 



* TOPIC: Otiher Economic Systems 



B. 



C. 



ERIC 



Performance Objecti ves) 



Av'- " Each stmient will be able. to. 
explain 'the distinctives of . 
the free enterprise system 



Each student will be able ,to 
define and recognize the 
distinct iveis of a socialistic 
economic System 



Each student will be able to 
define and recognize the 
£ distinctive of a Communrst 
M system of economic production 
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Outline 



( 



A-l 
A-2 
A- 3 
A-4 
A- 5 
A-6 
A- 7 

B-l 



B~2 



B-3 
B-4 



C-l 
C~2 



"Making profit 
Suffering, a loss 
Competing with. others 
Becoming an .entreprene 
Working ,for someone el 
Establishing contracts 
Assuming risks 

Encbrporation of 
features of free en&er 
prise and communism 
Governmental control 
of* means and methods 
of production of . ■ 
strategic industries*: 

- transportation 
energy^ 

- health care 

- strategic materials 
Citizens have free 
choice of occupation 
Combines some irtclivid- 
ual freedoms with • 
central planning and 
state ownership of the 
material means of 
production material 

« 

Restricted incentive 
Central planning of 
economy 



e 



Occupations 



All 



All 



All 



Resources 



Economics for Young Americans , 
Phase UI , U. S. Chamber of * 
Commerce, Washington, DC 
Economic Learning Activity Packages 
Interstate Distributive Education 
Curriculum Consortium, Ohio State 
University. . 

Economics- /or Young Americans , 
Phase III, U. S.- Chamber .of 
Commerce, Washington, 7 DC. * > 




Economics for Young Ame ri cans , 
Phase III, U. S. Chamber of 
Comnferce, Washington,. DC. * • 
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.UNIT: ECONOMICS 



TOPIC: Other Economic Systems (Continued) 



Performance Obiecthrefc) 



J 
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9 

ERIC 



Outline 



C-3 All means of production 
controlled 

- labor 

- natural resources 

- capital. 
C-4 .Central plan 6 

determines 
* - aims of economy 

- j population activities 
distribution of 
income 

C-5. Wages and prices fixed 
C-6 . Production guides 

consumer preference 
C-7 Illigality of labor ' 

strikes 



Occupations 



* 



j 



Resources 



2* Economic Learning Activity Packages , 
Interstate Distributive Education 

» 

Curriculum Consortium, Ohio State 
University.. tXj!. 
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RELATED CASE STUDY": tEconofcitcs . . = < ;. 

CASE TITLE:,. A "Triad of ; ^ses;pn Computation 

SUGGESTED GRADE LEVEL: Senior'- V ' • * »V"" V 

C^;E OBJECTIVES: The purpose ^ef this case, study *is to aid , f 

fct tfxe 
lent's wi.il 

,be able to 



students, i'h underjs tanding ^ varying economic sy^Vttqs . . 
conclusion, of ' theSp ■ three ia£er-relateti<cases , Vt'ude 

I; Identify competition,. 

2-. Identify the effect$\of qomp.eti fcion on buyers. and sellers. 

3. Define the following ch^r aftt^ristic types of markets:" 
monopoly , oligopoly, and.ACompetit4.on* 

• • -v- a » -\ 'I * 

* o 1 . 

4\. Explain why competition is important to the successful 
k - . •functioning of c* private enterprise .system. 



*CA§E "DESCRIPTION* . . ' ' " * 



Case"// 1 ! - Motel Services, Montgomery County OkX.aho.ma. 



f 



. Mr. Wilson ,is art; older businessman who has made his living in J0 
thfe motel ^business. In the early days' pf the motel business, hie 
buiit and .operated/ BW's Motel, a 12-unit motel that catered. to 
the few" people who,.passed^through the county on their way to some 
other. ..place. t Later, the -.Interstate Highway ;cut through the very 
corner of the county and fjr # Wilson fortunately owned the property 
on which the. county \s *ohe exit-entrance was located; he built 
anothermocel, *with 36 units. Tie recently purchased the last 
competing motel in Montgomery County Oklahoma. He now owns ^and 
operates the* only* three motels in .the county . \ 

Mr'. Wilson is a shrewd businessman whose methods have increased 
his prof its ,cor^iderably . After buying the third motel, he I' 
pancelled telephone service, sold his television sets at auqtion, 
removed rather than repaired the broken ice machine and central 
airconditioning units,- and released all but one maid who is^now 
responsible for all tIAree motels. He no longer buys facial 
tissue and ..coffee for the guests. As Mr. Wilson said,' 1 Guests 
don't appreciate them anyway and they cost money. * Besides that, 
they -damage a lot" of things and steal what they can take. 1 .. 

The motel business is proving to be-very profitable for 
Mr. Wilson. " - 



1 



*This ciase study is quoted from Economics and Marketing : A Unit 
of Instruction , prepared by Neeley and Wilson, Office of the 
Superintendent of Public Instruction, Marketing & Distributive 
Education, Olympia, WA. 



'.'Case //2 - Motel Services, New Competition Comes ttf Town 

"Mr. Guatney, a retired" college prof essor, moves Co Montgomery 
County Okalahome. With time\>n his hands, accumulated savings, 
retirement income, and the desire to remain active, he traveled 
through, the county looking for business '.opportunities. After 
•staying at all three of Wilson r s motels, he saw an opportunity 
and established his own motel in Wilson 1 s hometown. His motel 
is traditional and offers the services guests have come to 
expect; television, telephones, airconditioning* ic'fe machines, 

*■ . * ' 

. Case //3 -"Motel Services, Oil is Discovered in Montgomery' County 

"Phillips Petroleum has discovered commericial quantities of 
petroleum in Montgomery County and has established an oil 
•refinery. The construction business is, booming and supporting * 
businesses are moving into the county. Montgomery County .is"*" 
now the fastest growing county in Oklahoma. 

The many new workers and th^ir families have placed a burden on 
-the-Havailable housing. — The few morels 1 are always Till ed- to 
capacity; private house is .".scarce.; apartments are non-existent. \ 

Mr. Neeley, representing Motel 6, establishes ten 100' unit motel 
throughout the county providing services to the petroleum and ■ 
related industries* < The current housing problem is solved. 11 

As a student in Ms. Robertson f s. class, you ..h^ave been Risked 5 to: 

1. Identify the market classification for each of the cases 

(i.e., is each an example of w a monopoly, an oligopoly, or 
^competition?) ... 

2. Show why you chose the specific classification. 

How would you respond? ' \ 

SUGGESTED SOLUTION (S) : Case //l is a monopoly , Case //2 is' an 
oligopoly , and Case //3 is competition.. 

"r • , a 

* .i 

• •• ; • v * 
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I. RELATED CASE STUDY: Economics ' 

. ' •' * 

II: CASE TITLE: Wants and Needs Af f ect*Good and Services'' Produced 
. J".' r . ' ■ 
III. SUGGESTED 'GRADE LEVEL: Senior * 

IV. CASE OBJECTIVES : The purpose of '.this case/study is to help 
\ m students understand how humapn motivation tQ purchase good and 

services is affected by unsatisfied n§eds and wants^ In addition „ 
it is intended to help students understand that human wants and 
needs determine the economic" goods and services that are offered 
for sale.. At t^e conclusion of this case students will be able to: 

1. Differentiate between wants and needs. j y 

2. Know that different people prioritize their wants and 
" needs differently.. 

V. CASE DESCRIPTION:* Gloria Johnson is'a high school junior who is f. 
always outdoors:, bicycling, qamping, fishing, and hunting with'**' 
the rest of her large family of four brothers and one sister,. 

Although the "family is Involv&^in many? outdoor act ivi.tie^ ,^ she 

does not limit herself to "just the 'family. She is active in the " 

Girl Scouts, 4-H,. and^ the school ski club. When the weather is 

good, she and several of \|rer friends of ten .combine bicycling with 3 

camping and £fre other outdoor sports. 

1 ■ *. • *. 

To. a great, extent,- her parents have provided . her with most of . the 
things she needs for her leisure-time activities, but since there 
are others in the family, there is an understandable amount of 
competition for the family f s financial resources. * She knows she 
cannot get* some of the specialty items she would like. She realizes 
that the others in the family have needs and wants,, too, and everyone 
has to consider everyone else. Furthermore, one brother will be 
going to college next year and it won' t be 0 too long before she-wi^l 
be ready for veterinarian school ( and- the program will "last more 
than the usual four years of college). 

After talking with her father, she decided to take his suggestion 
to get a j.ob and use the iriQcjme to buy those things she would like . 
to have. Gloria applied for and, got a job at v Burton's Burger Bar. 
Burton's just gave her her first paycheck — :the^ largest atoount of 
money she had .ever received at one time. Her prQblem (a problem 
many would like io have-!) was deciding wh^t to do with the money. 
As her friehd, list and discuss with her: ^ 

- - - **' V. 

' 1\ Five things she might do with her monefy that would be . . 
wants. Explain why they are wants and not needs . 



eric 



. *This case study is quoted from Economics and Mark eting: A 
-Unit of ^Instruction , prepared by Neeley and Wilson, Officeof' 
\ . ■ the Superientendent of Public Instruction, Marketing and . Distributive 

O / \. * Education, Olympia, Washington. \ ^ 115 



if? 



.2. Five things she might, cto with her/taoney that would be 
■ needs . Explain why they are needs and. not wants. 

■3. Why would some /of Gloria 1 s .wants be classified "as needs • 
by someone else? .■ '.' 

SUGGESTED SOLUTION: As the distributive education teacher, jiave 
the students list their answers on the board and go over their 
choices with the entire class. Suggest that students defend, their 
listing of wants and needs', And attempt to prioritize them. 




* 1 

\ 
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Additional Resources 



• ECONOMICS &■ MARKETING- 



^ v .. . . 

' "Economics '& Marketing, " Dr. Bl&ine W f ilson x and Kent Neeley, State 
of Washington Office of Public Instruction, , pj>. 1-21. 

o 

■ 0. 1 

"IntroductioU>to 0 .Economics, M Outline, University of Nebraska, pp. 13-14. 



Banking Is , National Learning Productions, Inc„ Sixth Avenue, Box 246, ; 
St. Albans, WV 25177. * . . .'. 

^ Economics for Young Americans , Phase I, » Economics for Young Americans , 
* Phase . II, Economics for Young Americans , Phase III, Chamber of 
v ^Commerce of the U.S., 16 15 H. Street, NW Washington, D.C. 20062. 

Life Skills Basic Economics , Society for Visual Education, 1345. Diversey 
Parkway, Chicago, JL 60614 ^ 

Money Checks and Banks 
• The tyrecking Account . , 

Reconciling Your Bank Balance 

■ ■ The Federal Reserve System * 
The Nature of Money , . 

Travels of a Check- 
Services of , A Bank , Universal Studios, Universal Education and . 
Visual ARts, Hollywood, CA. 

Cjaickenomics , MQntana D.iv; library. " ^ ■ ^ 
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Introduction 



t - Introduction to Computers 
The title* of tHe ^irst unit of vinstruction in this section aptly 
explains the reason for the coverage of this, subject area: „ ''Computers- 

■ s 

Are All Around th" * It seems almost unthinkable that 'the computer is 
rapidly, replacing many 'of the mundane jobs that formally -took all of 

r ^ 

our mental discipline to complete. And it does them more accurately, 

more efficiently and faster th&n we even could have, even working at 

our top speed and efficiently. Nowhere is this more/ true than in 

business . «. 

« * 

Software programs, which have lagged behind technical, hardware 
advances, are available today in almost ^every business function. They* 
are all available on a small personal' computer 'that is readily avail- 
able to even the smallest business today. ■ 

Ii* the D. ,E. classroom we must of necessity be -teaching about 

computers and their applications in businesses in Montana. For this 

purpose this unit 'was put together covering the following areas: 

^Computers Are/All Around Us . ' 

*Basic Terminology • ^ . * 

^Software Programs. % 
^Entering,. Storing and Outputting Information 
^Personal Student Involvetneat 

The. basics £>f the computer are covered in these units. , D. E. 
teachers a^re ^encouraged to complement these units with classroom 



projects on a personal computer. Finally, the interesting case studies 
shotuld provide stimulation for students to think about th^/ implications 
'of the Computer for a business. 



2do 
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UNIT: COMPUTERS 



TOPIC* Computers Are All Around Us 




Pe rformance Objec tivefe) 



Outline 



Each student will be able to 
explain the« various uses' of 
computers in everyday life 



V 



4 



Each student w^ll be able to-*, 
understand tha£ banks. and other 
financial institutions make 
widespread use. of computers ' 



D. 



Each student will be able to 
understand the fou-r generations 
of computers 

4 



vo 
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ft- 

A- 

A- 
A- 
A- 



1 

2 

-4 
~5 



Point-of-sale terminal^ All 
Computerized cash 
register 

Newspaper printing 
• Motel 'locking system 
Game and learning 
activities 



-1 

•2 
-3 



C-l 



-2 
-3 



C-4 



Banking transaction - 
how 'it works 
Numbering system in 
banking transactions 
Plastic money - the 
t>£ericLof .the future 
built on computers 

Fir*st generation - 
1951-58 -vacuum 
tubes 

Second generation 
1959-64 - transistors 
Third 'generation - 
1965-71 - integrated 
circuits and silicon 
chips 

Fourth generation - 
1974-prese'nt - large 
scale integrated 
circuits and micro- . 
processors 



Occupations 



Resources 



All 



All 



Understanding Computers , Grace Hurray 
Hopper and Steven L. Mandell, West 
Publishing Company I St. Paul, MN, 
pp. 4-6, • ♦ ' . 

o 



Computers T oday ,. Donald H. Sanders,- 
McGraw-Hill Book Company, New York'i 
NY, pp.. 8-9- " 



Understa nding Computers , Grace Murray 
Hopper and. Steven L. Mandell, West 
Publishing Company, St, Paul, MN, 
pp. 16-21. 



202 



UNIT:, 



COMPUTERS 



TOPIC? 



Basic Terminology; 



Perf or mknee jDbject ivefe) 



Outline 



Each student will^be able to 
explain the basic terminology 
usfed in working with computers. 



B. 



Zach student will be able to 
|se each of the terminology 
ltries in a conversation 



o 




£03 



A-l 

A- 2 

A-3 
A-4 

A- 5 
A-6 



Computer - a general - 
purpose machine with 
speed, accurancy and 
memory 

Software - programs 
that direct the 
computer ■ « 
Hardware - the actual 
physical machine 
Minicomputer - computer 
with' components of a 
full-size system but 
having smaller* memory 
Online- in direct 
communication with the 
computer 

Central processing 
unit (CPU) - is the .. 
"brain" of the computer 



B^l Projects for students 
to ensure mastery of 
terms 



Occupations 



Resources 



All 



All 



1. Understanding Computers , Grace Murray 
Hopper and Steven L. Mendell, West t 
Publishing Company, St. r Paul, MN," 
pp. 18-20. - * " 

2. - C omputers and Data Processing , .Capron 

and Williams, Benjamin/Cummings 
.. Publishing Company, Inc. , Menlo 
"&arfc-;~~G'k; pp—H'^H-; ~ — — *~ 



1. As deemed^ necessary by teacher / 
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>UNIT: * COMPUTERS 



TOPIC: Software Programs 



/ ■ 



Perfor mance Objective^) 



A. ■ Each stuclent will' be able to 
identify the. various uses- of 

* — home management software 
packages 



B.: 



Each student will become 
familiar with the various 
uses of educational software 
' packages 



C. Each student will become 

familiar with the fact that 
computer, ^ames are software 
k> packages , 



Outline 



A- 1 



A- 2 



B~l 



B~2 



B-3 



£-1 



. Home inventory 
program ( ' ■ 

electronic address 

- coin collector's 
book 

- valuables inventory 
Home management 
srogranr. . , 

V income tax 
*• home budget 

- resume writers 

Drill packages - 
present short passage 
of material ..and then 
drill v the learner on 
the contents 
Tutorial programs — 
gea r ed * t owa r"d exp la i n- 
ihg concepts or st^ps 
Simulation program^ - 
teaches learner Re- 
sponse by imitat^ing. 
a situation or/actiotTi 
of machinery • 

Apc§de-114ce/ 

~ shoot f em^up V 

videos - /'■""' \ 
- # Dpnkey/Kohg'' 

- Vrogg^r . 

Pac Mac 
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Occupations 

All 



■ Resources 

Understanding Computer s , Grace Murray 
Hopper and Steven .L. Mandell, ' West 
Publishing Company, St. Paul,MN, * 
pp. 155-56. 4 ' ■ 

Computers and -Data Processing , Ca^rori 
and Williams, Benjamin/ Cummings 
Publishing Company, Inc.-, Menlo * 
Par.k,^ CA , ^p. 212. . 



All 



1.. Understanding Computers,, Grace Murray 
% Hopper apd Steven L. Mandell, West 
Publishing. Company , St . .PSul, MN, 
• \ p.. 156. 



All 



i* Under s t^tnd ing Compu t er s , Grace Murray 
.Hopper and Steven. L. Mandell, West 
Publishing Company, St. Paul, MN, 
p. 157; .. \. * ; . • . • • : .. • • ■ 
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UNIT: COMPUTERS 



TOPIC: Software Programs (Continued) 



Performance Obje ctive® 



D. 



Each student will become » 
familiar with the use's o*T 
various business software 
packages 




ERIC 
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Outfeie 



C-2 Adventure games 

- word garner incorpor- 
ating graphics 

Zork . 
Twirk 

C~3 Educational games ~ 
combining learning 
. ■ with game ' play 1 

P~l Common business uses 
~ -word processing 
payroll 

- inventory 

- merchandise control, 
acco^p-ting 

- spreadsheet 
~ budgeting 



/ 

ffccupatiohs 



Resources 



All 



s ) 

* 



Understanding Computers , Graeme Murray 
Hoinyfer and Steven L. Mandell West ' .- 
Publishing Company, St. Baul, MN, 

P. 154 . * ' * • 

Computers and Data Processing , Gapron 
ynd Williams, Benjamin/Cummings 
Bublsihing Company, Inc., Menial 
Park, CA, pp. 311-316.. • ' • 
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UNIT: 



M 



'COMPUTERS 



TOPIC: En^£ing_(Inputting), Storing and Output ting Information 



Performance Qbjectiygfe^ 



A. 



Each, student will be able to 
differentiate between entering 
and storing device^ 



\ 



11 ■>»,» 



B. Each student will be able- to 
identify the characteristics 
of punches cards as input 



U> 
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Outline 



*A~1 Tape Cassette - uses 
high-density digital 
recording tape to , 
record data 

A- 2 Flopp disk /- a low-. 
cost randan-access 
storaR^unit made of 
* plasjjfic 

A- 3 Magnetic Taps - a * 
continuous strip of / 
coated plastic tape 
wound onto a reel - 
Example: tape cassette 

A-4 Cartridges - used 
extensively with 
computer games 

A-5 Joystick - control 
the movements of . 
cursors on a T.y. 
screen 

A-6 Cursor - a mark that 
indicates where you 
are on the screen 

B-l Examples , of punches, 
cards 

- telephone bills 

- time cards 

- checks 



■y 



Occupations 



All 



All 



Resource s 
— ^vas : — : — : : 

Understanding Computers , Grace Murray 
Hopper and Steven L. Mendell, West 
Publishing Company, St. Paul, MN, 
pp. 42-48. " _^ . 

\ 



\ 



1. Understanding Computers ,^/6race Murray 
Hopper and Steven L. Mendell, West 
Publishing Company, St. Paul, MN, 
. pp. 49-51. 

2i Computers and Data Processing , Capron 
and Williams, Benjarain/Cummings 
Publishing Company, Inc., Menlo 
Park, CA, pp. 91-97. 
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UNIT: COMPUTERS 



— — : \^ ■ ^ 

TOPIC: (Entering (Inputting), Storing and Outputting Information (Continuejd) 



'erform ance Obfe ctiyefelL 



Each student will be able to 
•distinguish between different 
types of computer printers 



4> 
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Outline 



B-2 Characteristics of 
" standard punched card 

- 80 vertical polumns 
cmd 12 horizontal 

% m rows 
r- each hole ^punched 
in a particular 
column represents 
a given character 

- holes are punched 
(data entered) by 
keypuncher 

C-l Impact printers 

. - printer - keyboard 
litee a- typewriter 

- dot matrix - char- 
acters formed by 

■combinations of dots 

... ^ 

- others as deemed 
necessary by 
teacher : daisy~whee|l 
printer, print- • 
wheel pfinter,^nd 
drum printer 

C-2 Non-impact printers 

- electrostatic print- 
er forms image 
with electrically 
charged dot matrix 

- others as deemed 
necessary by 
teacher: \ electro- 
thermal printer, ^. 
inj^-get printer, and 
laser printer 



Occupations y 



Resources 



Grace Murray 
Hopper and Steve L. Wendell, West 
Publishing '"Company"; .St. Paul, MN, 
pp. 5.1-58. / 
Computers and Dat a Proc ess in £ , Capron 
and Williams, Benjamiit/Cummings 
Publishing Company, Inc., Menlo 
Park, CA, pp. 123-1)27. 
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UNIT: 
TOPIC: 



COMPUTERS 



Personal Student Involvement' 



Performance Objecti ve^) 

A. Eacn student will become 
prof icierit . in the use of a 
microcomputer via a business 
simulator game 



B. Each student will be able to 
handle an inventory problem, 
devised by the teacher 
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Outline 



A-l At . instructor dis- 
cretion, students 
should be s£h&iuled on 
the micro for a 
business-simulated ■ 
game - . * 

B-l Instructor should 
prepare a/probleni .„ 
consistent with the..— rt; 
business' game the~ 
student is using 



Occupations 



All 



All 



Resources 



1.' See listing of computer business 
games at back of this section, ' 



2. .See instructions on ~each of business 
^gaihes ... 



/ 



I. RELATED CASE STUDY: Computers ■. 
II. CASE. TITLE: Working with Computers ' • ' 

II. SUGGESTED GRADE LEVEL: Senior 

IV.. CASE^ OBJECTIVES: The purpose of this case is to have students ' 
think through the implications of the computer in the business, 
setting. At the conclusion of this case study students will be ; • 

able to: .' ... 

• . ■ 0 

T ' - ' 

.1.. Determine the usefulness of a computer for business 
operations; and 

2. Know the procedures to follow to ensure computer literacy 
in a business . ■ - • 

V. CASE DECSRIPTION: Monty f s Food Market on North Ada Street has been 
enjoying a ^tremendous business ever since Monty opened the store 
in 1980. First, he expanded "to include ttte 10,000 feet next door 
when Joe^s^Fix-It- Shop went out of business, then he built another 
7,000 f,eet onto the rear of the store. Now he is contemplating 
moving/ the business to a new larger location. 

Howei/et, all this growth has also created problems. Monty is having 
increasing troubles keeping tra?k of his inventory. Sometimes an 
it£m moves so f£st that he doesn 1 t\> even know it is out of stock 
until the hole shows up on the shelf. ■ 

/"Recently, he. was approached "by a computer software salesman who 
/ insisted that his new program could solve all of Monty's stocking 
and inventory problems. The. system was. so advanced, "he said, that 
Monty coiffd check the status of his inventory every day, or even, 
every half-day, if he wanted** Monty .would r know exactly how many, 
of a given item was left on the shelf, if .he used, his new comput- 
erized labeling service. ■ \ 

What would you advise Monty to do? What are some of the things he 
will want to consider before saying "yes" to the computer salesman? 

VI. SUGGESTED SOLUTION(S): The class will want to think through the ? 
co^t of the software part of the program, the'cost o/„acquiring 
computerized cash registers, which will be required, the overall 
need for the service, . et^. This serves as an excellent opportunity 
to acquaint students with the advantages and disadvantages of 
computerized services. 51 ; ' . 

... r 
. ' it ■ \ 
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RELATED CASE STUDY: Competition 



CASE TITLE: Helping Everyone Like the Computer 

SUGGESTED GRADE .LEVEL: Senior 

. . ■ ' < ■ < ^ 

CASE OBJECTIVES: The purpose of this case study Is to help . 
students understand that not everyone is accepting' computers 
and that obtaining that acceptance is no- easy task. At the 
conclusion of this c5se study each student will be able to: 

1. Understand resistance to compuetefs. _ 

2. Know a' strategy for overcoming resistance. 

3. Realize the importance of educating all of a business's 
personnel in the importance of computers, to the store 1 s 

| successful operation. < 

T - ' 

CASE DESCRIPTION: As the manager of the shoes department ofi a 
major department store, you have frequent and daily contact 
with. the newly-established computerized' inventory program. Since 
you were acquainted with the computer in your D. E. classroom, 
you understand a little about how it works and that has. helped 
tremendously in your working with the program. 

However, you. are becoming increasingly aware that several of 
your employees do. not share your enthusiasm for'this new'wonder - 
machine. In fact, one of the employees who has been with the 
department store the longest is the most opposed to the new 
computerized program. „ i. 

t • 

What courses of . action might you undertake as department manger 
to stem this tide of resistance* 

SUGGESTED SOLUTION (S>: There are several courses of action you 
might try: 

1. H<ave a general meeting of all employees to explain the . 
benefits of the new system. .. 

2. Conduct specific training with all . employees to be sure they 
can work the computer efficiently and with little frustration. 

3. Meet separately with individuals who have stronger resistance 
particularly older, more established sales personal. Explain 
how important their support is for this new program. 
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• '• Introduction \ z 

. ./ Competitive Events ' 

* . , k s : 

The prior edition of the Distributive Education Guidelines had the 
Competency Taska ^^.ociated with each of the subject areas outlined in this 
section of t*hp manual.. Extensive .contact with D.E. . teachers confirmed that 
that section was simply not being used. Therefore, this section .now list 
competitive events for each of the following are'as: * « : 

* Advertising Services » . * \ 

' . *' Apparel and Accessories " . ' \ ^ 

* ■ Finance ^nd Credit \ . .. 

* Food Marketing . < ;, . 1 \ 
' * Food Service 

* General Merchandising . . - - 1 s . : . 

* Petroleum . 

» 

The speqific instructions materials needed, etc. followed *by the solution 
to' the eventV . * 

These materials should provide needed practice eyents| ; vFw teachers wishing 
to prepare students for competitive events, or giving stu&3ft#§ a contest to 
test proficiency in the subject area. ' " ■ . v 



* :■ 
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; . y . 

\dvertising/& Display * 



SLC <- 1982 . * Advertising^ Display 

"■ Selling 

Student Instructions 

competencies ' 1 



Skill in relating merchandise benefits to a customer's needs when talking / 
about It*. • 

Skill in sensing a customer s objections and handling them as effectively 

■aS possible. . \ , * 

Ability" to question, observe and listen in order to complete a successful 
sale. . * <• 

Ability to provide customers "facts and benefits" with discretion,, analyzing 
and judging, their reactions. ; * 

An awareness that people usually do not buy merchandise -Itself ; rather, they 
buy merchandise benefit^ 



OBJECTIVE ■ 

» \ 4 * 

Demonstrate the ability to tie together the value of this advertising media, 
use of proper sales techniques and effective communications skills in an effort 
to obtain business as a specialty advertising salesperson, j 

DESCRIPTION " , ""■"■« 

The participant will assume the role of a specially : advertising salesperson 
for Specialty Advertising Inc.- The salesperson will be responsible for 
selling aft advertising message using specialty items,, such, aa, pens*, rulets , > 
etc. to ca^ry an'ad message. 

PROCEDURE ■ ■' • . c 
— 

You are to assume the role of a specialty advertising salesperson . v for. Speciality 
Advertising Inc.. You will attempt to sell the customer one of the\ items on the. 
prep table using the item as a way of advertising .the customers business. The 
customer is the owner of a small hardware store. The store is located in *a 
small town of about 8,000 people. The rural community around the area 'is mainly 
involved in farming. The owners name is Fred Waters. You should sell the store 
owner on the. benefits*- of specialty- item advertising, on specialty items^ such 
as peris, pencils, etc. 




You will have 10 miinutes to read these instructions, and ask ouestions* 
Ask questions at tfyis time; once the event begins, you wiHrnot be 
permitted to ask questions. 

You will be given fact sheets containing information about the specialty 
advertising items. You will have 10 minutes to read these directions, 
ask questions, look over the fact sheets and the specialty items and 
prepare a sales presentation. 



You will be led to the eivent area where you will have 10 oninutesN-p 
deliver your presentation to'" the. store owner.. 
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*This advertising and display series- was prepared by Thomas Wyatt and 
John Wahle, Scarlet Oaks, . Ohio, as part of a. U.S. O.E. funded project 



Advertising fit .' Display. 

Selling- - 

S tudent Ins true tions 



The timer will warn you afte^ 8 minutes, you will stop you at the 
end of 10 minutes. 



\4 y . You' will be evaluated on the"" organization and delivery of your 
presentation. 

REMEMBER!! Ask questions now ! You will not be -permitted to ask questions 
once the event; begins ! , 



ft- 
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Hand Lotion Bottle 

Every daycan be "Udies Day" with thishan^puree-size 
squAze pottle filled with 85 applications of rich, creamy 
Balm Argenta hand lotion. Your ad nicely screen printed 
on the front of this useful gift will make a favorably im- 
Session on any woman. These littl^botties are easily 
refilled, so a long life Is assured. 
ACTUAL SIZE: 3V x 1 V« ' x V. IMPRINT: 8 lines on front In 
1 y« * x 1 */* ' area-choice of red, blue, green or black. 

HAND LOTION BOTTLE 



M0.95W-HLB 
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10,000 



29,000 
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: k, ■ KUPPE& KING* DELUXE When you wont to g*e 
rhor*something exrro this is one of the fln WUQihV noU 
Sopet ovdioble, regotdless of price. Hordened ond tenv 
pered steel construction throughout. . ; . . . 
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Na 7000 QUIK-VU MIRROR 

With Guaranteed Lifetime Imprint . n v .« ow 
Colors: Translucent red, blue, green plum, yeUow 

orange and opaque cream. (Choice or assortment 

up to 4 colors) ' 
WHITE INK standard on all'except yellow and cream. 
BROWN or BLACK standard on yellow cream and 
orange. $5.00 net extra charge to change ink during pro- 
£5* it. half printed with black ink and half printed 
with white ink. 

. MinimW order.250. Prices include up to 6 lines i (p us 
slogan) or logo ififag standard type stytann straight line 
setup? Any natioSoly used trademark, cut or emblem 
may be included at no extra charge. For extra hues, cuts, 
art, etc., see back page. 

3^00 280 500 1000 2500 5000 1UW 

£r*1*.aa. S M JO 415 Zl * 



86 

s«o«i*» 1 jot m m a 

Second color imprint refer to back page. 
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Bandage Dispenser 

(tiThls attractive dispenser holds five "OuQhless" ban- 
dages and is easy to rofilL. just snap open the hinged 
door on the end and slide in more bandages, it is hand- 
some, tough and so practical everybody wants one. Your 
message beautifully screen printed on the top of this 
dispenser will favorably Impress everyone who sees it. 
ACTUALSIZE:1Vi*x3Vx % '. IMPRINT: 4 lines on top Side in 
1» x 2" area In choice of red, blue, green or black. SPECIAL 
LOGOS: From good llneart$8.00 net. SECOND SIDE IMPRINT: 
$1Z00 net set-up plus ,$.04 net per piece. BALL CHAINS: Add 
$.09 (E) each. 

Me.9533-f8D / 
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Auto Sun Visor 

Clings tb glass like magic! 

SHADES are a transparent, tinted plastic material that will 
cling to any clean window surface and can be removed v 
and replaced indefinitely. 

SHADES are the safest, most versatile sun visor you can 
use! They cover ail the-spots regular visors can't reach, 
and because they are transparent they screen* the sun's 
rays but stilt allow you. to see traffic hazards. 

Each SHAOE Is beautifully gold stamped with your adver- 
tising message and individually packed in a handsome 
envelope with' instructions for its use. 
ACTUAL SIZE: 5* x 1 1 V* IMPRINT: 44lnes of ,type, plus stock 
cuts gold stamped within a V* ' by 2 V* ' area near one end of 
SHADE. , 

H0.9533-VS SHADES SUN VISOR 
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Ruling Clasp 

The RulinfcClasp, with your ad message . 
permanently hot stamped on its giant dip, stays r 
atop the desk holding papers. It can also hang on 
the wall displaying messages or travel along.on a 
notebook, clipboard, auto sun visor or pocket. All 
the while, the ad message is on display for 

everyone to s^e. . . 
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Caot Cohort — Wbrte, Black, >teilow, Orange, Smoke and 
CryttaiCfear. 

Copy ~ Price includes die charge, set up and hot 
(stamping with one color only. Imprint colon: Gold, Silver, 
Black, Red, Dark Blue, light Blue, Green, and Orange. 

4 Printing Mate* «~ National logos are available at no * 
4 charge. Straight line copy is available at no charge. All 

other logos and .trademarks are*$9,(XXx). 

Scale — 7inctvl7.8cm. 

Packaging — Individual porybags with instructions. . 
Shipping Weight — Approwmatery 6 lbs. per 100. 
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Advertising & Display 
Selling 

Administrative Instructions 



TIMING 




The thirtjy minute (30) event will proceed £s follows: 

15 minutes - Student prep time 
10 minutes - Student sales presentaticjk tiine. 
5 minutes - Judges rating time* 



ADMINISTRATIVE SUGGESTIONS " " ■ 4 

/ 

Three (3) prep tables should* be available in order that three studerfts can. 
study the information available during this time. 

Be sure the timer receives a copy of the schedule details. 
Adhere strictly to the time schedule. 

Stress that no questions may be answered once the event begins. 

■ ; ~ - . ... / " . 

A preparation room is needed for the fifteen (15) minut^ review of the student 
instruction sheet, \fact sheet and available props, 

A/participation room is needed for the ten (10) minute/ performance. The room 
should be arranged so that the judges are able to view and hear the performance 
process. A table and two (2) chairs should be set up in the room. 

All judges should receive copies of tke student instructions, judges instruc- 
tions, customer instructions, fact sheets, and rating forms prior to the event. 

MATERIALS AND EQUIPMENT NEEDED 

.Four stopwatches * 
Copies of the student instruction sheet 
Copies of the fact sheet 
Instructions (event, manager) 
Copies of the evaluation form \ 

Copies of the schedule ^ ' 

Copies of the customer 1 s instructions ~ 

•// * ' 

PERSONNEL NEEDED \ • ; • 

4 : " m n y 

One 'event manager • : . • 

Two prep assistants x 

Three timers . . 

Six judges ■ 
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Adverfcia-ing & Display * \ 
Selling • 

Administrative Ins true tions 



RESPONSIBILITIES ' ''.'•/' 

~- »■"•■ - sr.:?.;; ixzsss&sxx, ~s±- 

directors _A. S .A.P . 




Remember To: 

Brief all personnel completely. , 

™ \ n e sure that the participants ». names And ID numbers, are 

on the judges rating sheets. ; 

Make sure event starts on time and follows schedule. 

Collect all rating sheets from the judges and turn 
' in all materials to the series director A.S.A.P. 
• • • • ' \ 

Prep Assistant- Greet the students as they, enter . the prep area. • . 

Distribute copies of: 
Student instructions. 
Merchandise fact, sheets. 
Judges rating sheet. 

Review student instructions and answeV any questions the participant 
may have, 

Replace merchandise to' complete sets for next participants. 

Have Participants report to "the judges \ Prescribed time 
One prep assistant should accompany the -students to the. judging 

area. . •• \ . 

•• Assist the v event manager in other requestsX. 
T±me r ; T . Assist students in fading the event area. 

: Be swre that the event begins on time. 

Do not allow the event tt exceed beyond the time limits set! 
\. Assist the event manager. 

Adhere strictly to the following schedule: . . : . 

10 minute - student sales presentation time ^ 

\t 8 minute mark the timer should knock oh the door in order 
• to, let the student know there is only 2 minutes of txme left. 
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Advertising & Display 
- » " Selling * •■ 

Customer Instructions 

\ - . 

You are to assume the roleof the owner of a small hardware store ^called 
W< W. Hardware. The store is located in a.smail town of about 8,'OGO' 
people. The rural coumiunity around the area is maialy irivolvedxin farming.' 
Your^name is Fred Waters. The contestant will assume- the role^of a specialty 
advertising salesperson for Specialty Advertising Inc. skiing specialty 
items with an/advertising message on the item. The contestant will be 
expected to sell you on the benefits of advertising on specialty items, such 
as pens, rulers, etc The contestant knotos who owns, the store. . • 

You should ofSter light resistance to the contestant's concerns; however, the 
primary goal- is t9 give the contestant the opportunity to preteent his/her id'eas 
and make a sale. You are encouraged to buy the item; but if jpu have not been 
completely sold on the advertising value of the item, you will not be expected., 
to buy. . 

PROCEDURE 



You will be briefed by the event manager. 

Familiarize yourself with the judges rating sheet so that you are 

aware of what the contestant' is being rated on. 

*■»*. **' 

The sale^ presentation will be no. longer than 10 minutes. 

The timer will warn the contestant at t^e end of 8 minutes, and 
will stop the presentation at the end. of the 10- minute time frame, 

* 

Be as consistant as possible with each contestant. 
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Advertising & Display 
Selling 

Judges Instructions.; 



PROCEDURE 



You are to listen to a sales presentation that an employee of a specialty 
advertising company wISIJ be delivering to Fred. Waters the owner of a small 
hardware store called W flKttardware. 

You will be briefed by >the event manager. / ' 

Familiarize yourself with the rating sheet so that you are aware 
of what you should be watching for during the presentation. 

The- presentation will be no longer than 10 minutes. 

You will have approximately 5- minutes to evaluate each student 
following the presentation. : a 

The timer w;Lll warn the participant at, the end of 8 minutes a,nd 
, will stop the presentation at the end of 10 minutes. - 



Be sure that your initials and each participant f s name and . 
ID number are on each rating sheet. ' 

\ ' 

Turn in all rating sheets, to the, .event manager. .r 
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Judges Initials ■* ; 

• •;// ' . " / ..... : 

" Criteria for Evaluation 



Advertising & Display 

telling 
atin^ Form 

Participants ID NO. 



Excellent - Enthusiastic, smbofcli :per,f6rmance, explicit 
Very Good - Capable and enthusiastic 

Good h r Thorough but made errors 

■ r 
Fair - Lacked enthusiasm 



Poor 



Not acceptable to industry 



Did the participant approach the client 
correctly? 

Were* the facts completely and clearly 
presented? . , 

Did the participant relate benefits 
to Customers n&eds? 

Was a thorough knowledge of specialty 
advertising presented?; 

i» * *• 

Did the participant demonstrate poise 
and self-rconf idence? 

Did" participant anticipate customer 
objectives? * ■ 

Did the participant speak distinctly? 

. ■ *. 

Did the participant sell benefits of 

specialty advertising? . — 



Did the participant close the sale' 
effectively? i 



VERY 

EXCELLENT GOOD GOOD FAIR POOR 



.10 8 



10 



10 



10 



10 



10 



10 



10 



10 



8 . .6 



4 .2 



8 6 4 2 



4 2, 



8 6 4 2 



4" 2 

4 2 

4 2 
TOTAL. 
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Competitive Events 
Apparel and Accessories 
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SLC - 1982 Apparel & Accessories* 

Communications 
Student Instructions- * 

» * 
COMPETENCIES . " • . 

Knowledge of how to address other people in a businesslike manner whether they 
are customers, bellow employees, supervisors or. management. 

Skill in listening to and following directions. 

Skill in communicating effectively. , 

A ■ \ 

Skill in ability to talk clearly and pleasantly, conveying spirit arid enthusiasm 
-in' one's speech. ' * 

Skill in effective use of speech and vocabulary. 

A realization that first impressions are important to the business and last 
impressions are longest remembered. 

Attitude that the ability to communicate skillfully in good English is essential 
to a person's business advancement. . , 

OBJECTIVES . • ' • 

. ..mm. tm.m.wm .. i > ■ ■ ■ J 

i 

The participant will demonstrate the ability to effectively communicate in a 
joj> interview situation. * • \ 

• DESCRIPTION , , ' . . ' . ' • 

c 

-» , 

The participant will assume the role of a job applicant seeking a position in 
a men's clothing store. You will be evaluated on your ability to Communicate 

in, an interview situation. . ( f 

1 ■ * ' 

PROCEDURES . * \ 

* ' 

■ You will be given fifteen (15). minutes to complete, the application form and 
deVelop your thoughts. ' v : 

«■ You will be introduced to the store manager who will interview 1 you for one 
of the sales positions listed. ■ x 

You will be^given eight (8) minutes to interview. •*'.."'.— 

The interviewer in this event will be the judge. 



✓ 



*The apparel, arid accessories event was prepared by Round Klag, 
Supervisor ['of Penta County JVS as part.of; a U.S.O.E. funded project, 



229 



140 

J 



Apparel $ Accessories 
Communications 
Student Instructions 



JOB? APPLICATION INFORMATION 



Your communicative skills will be evaluated in a job application situation. 
You may apply for either position listed below: 



Sales - Men f s Clothing 

Full-time sales positions open. for a specialized men f s clothing store located 
in the East lancUMall. 'Positions are available in", all 'departments. Sales 
experience and/or specialized training in apparel required. 



Part-time sales positions available in a, specialized men f s. clothing store 
located in the Eastland Ma.ll. Positions are available in al t l departments. 
Hours negotiable depending on availability. Opportunities for advancement 
to full-time positions. " 



. \ 
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Participant // 



Apparel & Accessories 
Communications .1 
Student Instructions 



APPLICATION FOR EMPLOYMENT 
AN EQUAL OPPORTUNITY EMPLOYER 



PLEASE PRINT BELOW 



NAME - SQC. SEC. NO. 

ADDRESS ^ _ : — — _ . . 



NUMBER. STREET CITY 1lV STATE ZIP 

^TELEPHONE - , — U. S. CITIZEN? YES — NO - — rr— 



•A, 



1. Date of Birth 



Month Date Year 



The Age Discrimination in Employment Act of 1967 prohibits discrimination on the basis of 
age with respect to individuals who are 40, but less than 70 years of age. 



2. Type of work desired: . — Salary expected 



3. Employment desired: Permanent Temporary . — . Part-time 

4. When could you begin work? I . — , i_J — ~— » 



5. Who referred you to our company 1 



6. List friends or relatives working f6r our company. Name/Relationship 



7. Have you ever been convicted of any crime other than minor traffic violations? ) 
Yes No If yes, when and where w . - 



Explain 



8. list any special skills or training which would be beneficial to the job for which you are 
( applying _ . ;„' , . „„ , 



Discrimination on the basis of a handicap, which does not creat^ an occupational hazard nor 
prevent substantial jbb performance is prohibited by Ohio law. 

9. Do you have any physical or mental limitations or disabilities which would prevent you from 
performing any assigned work now or in the future? Yes ; No ,, ,„, If yes, describe 



•' . • • . . .. 23i ' . ;V .\ .M42 / ■■ ''J' 



fo. EDUCATION 



■ 1 '»'■ 

f • ' 


m'** ...... 

NAME AND ADDRESS 
- OF SCHOOL 

»» „ X ,1 „....,».■,.■ rt, 




u ; mm* 

iTES- GRADUATED 


^ 41 


FROM 


TO 


YES 


NO 


MAJOR 


HIGH SCHOOL 














COLLEGE 


■ 1* 












GRADUATE SCHOOL 














OTHER 




i 











11. PERSONAL REFERENCES OTHER THAN RELATIVES 



• ' NAME 


ADDRESS 


TELEPHONE NO. 


OCCUPATION 


















4 






\ 



12. EMPLOYMENT RECORD (MOST RECENT FIRST INCLUDING MILITARY SERVICE) 



NAME & ADDRESS 




nil ^ ^ 


WAGE 


DATES 


reason mm 


OF COMPANY . 




DUTIES 


RATE 


FROM 


TO 


LEAVING 


■ \- .. ' ' 




' \ 






















J .1 1 11 L . 1 III 1 1 t<J 


















\ 

Up .»..MI» 













No question on this application is asked for the purpose,of limiting or excluding any applicant's 
consideration for employment because of race, color* religion, sex, age, national origin or - 
handicap. Our company is an equaj opportunity employer. . 

I hereby certify that all the inform Ation provided is true and complete. I understand that if I - 
am employed, any false informatiori including that jiven at the time of my physical, may be 
grounds for immediate discharge. I also understancPthat final acceptance for employment is < '__*-.»..' 
subject to successfully passing a physical examination as specified by the company. - \ \ 

APPLICANT'S SIGNATURE < ; ■ DATE ' ' ._ / L : ' 

COMMENTS BY INTERVIEWER 



Apparel & Accessories 
Communications " 
Judges Instructions 

..... # - 

' JUDGES INSTRUCTIONS # 

You are td assume the role of a Store Manager for a men f s clothing store. 

You will be interviewing applicants for the advertised positions . Students 
may apply for full or part-time, employment , depending on what qualifications 

they feel comfortable with. # . 

* - . • 

After the interview, you are to evaluate the participants communicative skills 
using the evaluation form provided. 

We encourage you to raak6 this event as realistic as possible.. Please ask 
questions concerning qualifications, career interests, education, "etc.. 
The applicants application form will be completed prior to- the interview 
and should be secured from the participant when he/she enters the inter- 
viewing area. Try to ask each applicant the same questions. to make your, 
evaluation easier. 

The adult in charge^of this event will conduct a run-through of this event 
with you prior to competition. Please make certain that all questions are 
answered and that you feel 'comfortable with your role before competition 
begins. v - . 1 ' f 

You will have only eight (8) minutes for each interview. Screen your->questions 
carefully. 

A very special thank you for assisting lis in this competitive event. 



V? 



Participant ID # 

- 'W 
Judges Initials 



EVALUATION 



Apparel. & Accessories 
Communications 
Judges 'Evaluation' * 



"V 



40W EFFECTIVELY DID THE PARTICIPANT-: 



"EXCELLENT 



GOOD 



FAIR 



POOR 



1. Introduce himself /herself by ilam^ in 
opening remarks? \ j 

Establish a favorable impressioh when 
introducing himself /herself ? . 7 

Demonstrate ability to speak in a 
business-like manner by: / . 



3. 



a. Being professional. in conduct 



and in responses' 



b. 



Choosing words to minimise .mis 
interpretation? / 



V 



c. Providing ethical ("correct") 
responses? 

d. Using interviewer ■ s nape 
, periodically? 

Demonstrate enthusiasm fof the 
position? 



5. Speak clearly so as to be 



understood 



6. 



(consider: diction, enunciation, 
proper grammar, appropriate phrase- 
ology,.- proper English)? > 

Speak pleasantly, conveying spirit 
and enthusiasm? 



10 



5 
5 
5 
5 



10 



10 



4 3 



4 3 



4 3 



4 3 



4 3 



4 3 



2 1 



2 1 



2 1 



2 1 1 



2 1 



2 1 



8 7 6 .5 4 3 



8 7 6 5 4 3 



0 



8 7 6 5 4 3 2 1 0 



0 



0 



0 



0 



0 



2 1 0 



1 0 / 



7. Lisjten to questions asked 3 during 

the interview? / • t - 10 

8. Answer gue$£ions relating to t 

r education:i'V&$pe^^ 

plans, etc.? ; * ] .• '".-0 ■ 10 

9: Close tHe interview with a. favorable 

impression? ? 10 

10. ] Follow instructions on the. applica- " • 

• tion form (consider: neatness, 
., completeness, printing j- signature, * 

etc:.)? • ■■■ 10 



6 



8 7 6 . 5 4 % 3 



2 1 0 



8 7> " 6 5 4 3 2 1 0 



8 7 6' 5 4 3 2 1 0.. 



8 7,6"^ 5 4 3: 2 1 0 



„' "TOTAL SCORE 



9 
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1 . Apparel & Accessories 

Communications ; 
Administrative Instructions,, 

■* - * 

Schedule Details 



This thirty (30) minute extent will proceed as follows: 



0:00 - 


0:15 


The participant will review the Student* instruct ion Sheet 






*and complete the Application Form. 


0:15 - 


0:20 


Walking time to store ..location. 


'0:20 - 


0:28 


Participant interview for sales position with judge. 


0:28 - 


0:30 


Judges evaluate students performance. 



. Administrative Instructions 

Students will be briefed and given the sales positions ads to read and the 
job applications to complete in the designated mall area. 

Be sure students are given time to walk to and given specific instructions 
on location of the event. v ■ 

This event will take place in a men's clothing store as designated. 

Have personnel located at the location site to instruct* students on where 
to. go, time, keep on schedule and collect evaluations. 

Three heats wilH&e run. 

- ■ • 

Materials /Equipment Needed . ' 
Clipboards and pencils ^ 

Copies of the. want ads, student instructions, and job applications * 
Evaluation sheets t ' -■ ' 

Stop Watches % . 

Judges instructions 

Personnel Needed . . \ . 

Event manager . / s 

1 Prep room assistant 

3 Runners to Store location,* * 
3 Timers at Store . location. ' 
.3 Judges 

• : : ' A ■ . 'A/' ■' : 

, •. ' 235 .'. 
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Apparel & Accessories ^ 
-CoTdmunic^ . " 

Administrative Instructions 



Respons ibil it ies . - - : \ * 

Event Manager - Th^s person is responsible. £;<?r aH raajor^ decisions. 

necessary for- this event. j'Mariagers will set 0 up the 
event, brief all' personnel^ ;;seja. that students get 
to specific locations^, -keep' on -schedule >* collect, 
judges evaluations, /:bmpute*; ; ev^luatioifs\ ttabulate.. 
results, and turn result 3 to. series director . ^ 

Prep Room Assistant Check to see if student is *Qn ' schedule. 

Explain procedures u and^answetf any questions. 

Distribute job applications and want ads,, and. time ; 
students. / / ' ... 

Assign student event, location, and send to location 
with' runner. \ ^ \ 'S - ■ .": V \ 

- Escort student to specif £p;'^ocat.cLon of event as 
scheduled. -.- ' °. 

u" * ' ■ ■ 

- Check to see if student/ is;, on schedule and write ID . 
number pn the evaluation .sheets..- v>* \ ' 

Introduce ^student to the StoVe Manager (Judge) and 
introduce him as 3 job applicant. . « 

Pass put evaluations" and collect 

Time student; eight (8) minutes to "perform event and 
two (2) : minutes for judging. KEEP ON SCHEDULE. 



Location Runner 



Timer 



9 
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Corape t i tiye Events 
Finance and Credit 




Ohio DECA - Finance and Credit * 

SIX 80 | \ •-. ^Mathematics 

■ j . Event Manager Instructions 



Page 1 



COMPETENCIES 



1. Interpret monthly billing statements. 

2. Add columns of J&igures with facility. 

OBJECTIVES , 

The participant will demonstrate his/her ability in interpreting a bank 
statement and reconciling it with a checkbook register. 

DESCRIPTION 

The participant will assume the role of a bank teller. A customer has , 
received his/her nfonthly bank statement and cannot reconcile it with 
his/her) checkbook register. The participant must locate the ,errors and 
reconcile the register. ' .- . 

SCHEDULE DETAILS . .. . 

\ • * 
The thirty (30) minute event will proceed as follows: 

0:00 - 0:30 The participants will review the Student Instruction 
*; Sheet, the Customer Checkbook Register, . the Bank .. 

Statement, and copiejs of Cancelled Checks. The " 
participant. will locate errors in the Checkbook 
v. Register and note.' them on the Student Answer Sheet. " 

ADMINISTRATIVE. SUGGESTIONS * 

1. A room is needed large enough to seat all participants. 

\ .'• ' 

2. ►Seating arrangements should allow for adequate space between participants 

MATERIALS /EQUIPMENT NEEDED 

a. Copies of Bank Statement 

b. Copies of Customer Checkbook Register ' " 

c. Copies of Answer Key 

d. Copies of Student Answer Sheet 

e. Copies of Cancelled Checks (9) 

f. Pencils 



g. Scratch paper (optional) 



c v. 
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Ohio DECA 
SIX 80 



PERSONNEL NEEDED • ' 

a. . P*ep Assistant (1) . 

b. Proctors (1 for every 15 participants) 

c. Graders (as needed) 



iff' 



Finance and .Credit 1 
Mathematics 

Event Manager Instructions* 
Page 2 



RESPONSIBILITIES ■ *\ * - 

Event Manager - This person is responsible for all. major decisions 
necessary ift this event. He/she will set up the event, brief the > 
coordinator assistants and be responsible for all materials. 

Remember to: 

p. Be sure participant evaluation form has grader's initials and 
the participant's I.D. number 

b. Be sure participants leave all materials 

c. Turn in Student Answer Sheets to graders as soon as they are collected.. 

2. Prep Assistant . # . 

a; Distribute the fo^ouing itcius to participants: • - 
1* Copies of BooX§|statement 

2. Copies of Customer Checkbook Register 

3. Copies of Ccmcelied Checks (9) 

4. Copies of Student Answer Sheet 
Answer any questions regarding event procedures; 
Do not allow the event to exceed thirty minutes. 

* Assist .Event Manager, Proctors and Graders as time permits. 

y ■ - . * ■ - 



b. 
c. 
d. 



Proctors 



a. Survey participant's progress to discourage any dishonest, actions 
on the part of the students.. 

b. Assist Event Manager, Prep Assistant and Graders as . time plaits. 

Graders ~ Score Student Answer Sheets using the Answer Key. 



*This finance and credit event was prepared as a part of a U.S.O.E. 
- funded project in cooperation -with Ohio State University. .150 

* 
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SLC 80 



Finance and Credit 
Mathematics 

Student Instruction Shefet 



OBJECTIVES 



*■ . ' . . * 

You will demonstrate your ability in interpreting a bank statement and reconciling 
it with a checkbook register. * 



PROCEDURES 



You are to assume the role of a bank teller. Your manager asked you*to reconcile 
a customer's checkbook register using the most recent bank statement received. 
The following items will be provided: ' 

a. Bank Statement . .. 

b. Cancelled Checks (9) t i 
.>. Customer Checkbook Register . " ' • «. 

d. Student Answer Sheet 

You will be given th^y (30) minutes to locate errors in the customer checkbook 
register and completeXhe student answer sheet showing the corrections. Use of 
calculators or any other aids is prohibited. 



o 

ERIC 



240 






Qhp DECA 
SLC 80 ; . 




9 " . 


■ 


* 


Firianc e and Cr ed ft - 

Matheiaatics 

* Bank Statement '. 

■ ■ . • » 
<> 






... " . . • "V . 


•» • 


4 • -A 


mi,ILU l L 









Ml MUCH f QIC 







1 




' . '/ 

• r . 




J 








• $ 












V 


r- , 1 








1: 1 '1 
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96.36 




AMOUNT OUCK5 CEBITS 



775.28 




AMOUNT OtfOSlTS CHtOlTS 



Ji06.5Q.. 




1.1 MVIC1 tMAUM 



..3...0.0. 




~1 









. ; 71 - 


















-75.42 



CHECKS AND OTHER DEBITS 



-ERIC 



29.66 
265.00 
33,86 / 
22.00 

i 5 . 00 
1)55; 00 
100.00 
125.00 
3.00sc 



DEPOSITS AND 
OTHEH CREDITS 



DATE 



450.50 



156.00 



BALANCE 



. 96. 36 
5^7.20 

252.20 

228'.34 4 

196.34 

176.58 

161.58 

152.53 

52.58 

< 

-72.42- 
-75.42 



152 - \ 



0 



Oil to DECA 
SIC 80 



Finance and Credit 
Mathematics^ 
Customer Checkbook 
Registration 



CHICKS ittjUro TO 
0* OC»CAt*no* Of OCPOtlT 




OBSfflVlCI CHArtGtS THAT MAY AW.V TO YOU* ACCOUNT 



MMfUKt O* OKCX 



^5 



71 



CHICK 




23 BU 



4 



7£ 



^ sT bo 



1 33 J 
1 79 176 

jay 7 k<p' 



6^7 





1 



WtMtMDtW.TQ WlCOnO AUTOMATIC fAVMtNIsTHfOSfTSWOAIt 



Z3Z 



\/4>ST<> 

2 
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OHIO DECA 
SIX 80. 



FINANCE'S CREDIT 
MATHEMATICS 
CANCELLED CHECKS 
Page i 



No 




ax to so 



PAYROLL GRADING. BANK . "llJ^A 



Dollars 




\No 



ZTBollart 



PAYROLL GRADING BANK 



No. 



J^iCi M*M« : !Ut- MIL 



3i 



Dollar* 



PAYROtL GRADING BANK :. 



154 
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FINANCE & CRKDIT 
MATHEMATICS 
CANCELLED CHECKS 
Vage 2 



ERIC 



J 



No.. 




to--* <?d 



Pay to th» *~£p , i n 



ZTTTollars 



PAYROLL GRADING. DANK. _ 




No.. 



r*ny to t!io 
or dor of 



dpKlx 3d i9 ?Q_ 



Mi' id/, 
■ •■ . * ~/ / . 



'Dollar* 



PAYROLL GRADING BANK J5&2^^ 



| H:0at,0gflfl0fi3Q o: . iaM3D n sfe^^ " : u . 



No. 



oo 



Dollars 



1 r 



Y:?.9U GRADING BANK 



7?/ 0 /^ /.fe 



< : «"." L- T 8 e » C ."10 3 : l £] ij ;j ii * c L !, <V 1 : 
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OHIO !>ECA FINANCE & QJREDIT 

SLC 80 MATHEMATICS 

. CANCELLED- CHECKS 

.• Page 3 



No- 



cm 



Poy to 
order 




ollors 



PAYROLL GRADING BANK ' . 1%A ,(U 




•J — I • 



Pay to fho 
ordor ot >C 



.19 



OoHars 



) PAYROLL GRADING DANK . . JjL Q /fag* 



0 

ERIC 



No 



. 657 



Hoy to the / , . ' /7/ . ■ >• . 



19. 



<r<? 



jfiUiA^ A^Vri- ?CK'A^j J/M. M^kl Boll.,, 

PAYROLL fiRAD'ilG HANK ?2 .Q, 4^lt 
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FINANCE' S CREDIT 
MATHEMATICS 
CANCELLED CHECKS 
Page A 



0 




CHlSU.Nb rtWU UHIUR.*iww-» — _ 

SUBJECT TO. THK TERMS AND CONDITIONS OF THE 
BANK'S SIGNATURE CARD 



PAYROLL GRADING 



Cash 


DallajviJCflnl 






Chocks 




So 


























Sub Total I 5~i> O'. 




it*5* Ca»h 

TOT A I 
^BfflKJlil — 


1 oo\oo\ 


M-SO \sd\ 



c 



DEPOSIT TICKET 



SUIMKCT TO THK TERMS AND CONDITIONS OF THE 
HANK'S SIGNATURE CARD 



PAYROLL GRADING HANK pate_X'^^ 



Ploa>» o<kiiowlft«J«j<* ^f«<o»pt 



<4*h c«furn*it by *<9»tny abov# 



Cash 




leal 


Checks 




a? 


























Sub Total 
TO T A t 










"7tT6 





T 
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. , B£ST COHV-WftlUiBU- 



Studlejit. Ansiwer 3heet 



i.- -vs. -v- - . » / . : '.' : ;.V'- ■ ■* ' * ■ • ■ 



Partlcipaht&Nam e 4 ' . ,. Wih m ■■ ■ 'i . V. 

INSTRUCTIONS. j% You "are', to fill in each b f « the following blanks using 
materials provided^.. . V" « •' 



Check.; ;#643 - ..,/'•'* , ; 
Deposit ($450.50) 
Check #644, ■ ^ 
Check #645 
Check #646 . ... 
Check #647 
Check #648 
Check #649 J 
Deposit ($156.00) 
Check #650 
Check #651 



/Customer's : "Correfee ■ 

Balance: '. . : Balance Difference 



4 96,36 * ,••'''•' > $ 96.36 ■ ..- 0 - 



Service Charge ($3.00) ' ' _____ *' $- 83.62 




Ohio, dkca 
six 80 



.. •■ • \ 

Finance and 
Mathematics 

Answer Key 



Credit 



HiJll\Ul»l iUlHi) "* IOU ULG CO PX1 

materials provided. . 


tfy '■ i 
,1< in 


fast. \ f '£ f 1 -: g-^ 
^BRcjh^qf 'the fpllo 


• jr '-2! i\ L • t • j 

wing; blanks us/ng 




- 




Customer's 
Balance 


/ Correct * 
Balance 


Difference 






$ 96.36 


$ 96.36 


- 0 - 


Check 0643 




66.70 


66. 7Q 


- Q - 


Deposit ($450.50) 




516.20 


\ 517.20 


1.00 


Check. //644 




251.20 


'\ 252.20 


1.00 


Check //645 * 




227.44 


218.34 


-9.10 


Check £646 




227.44 ,• 


196.34 


-31.10 . 


Check #647 




247.20 


176.58 


-70.62 


Check 0648 




0 232.20 


. 161.58 


-70.62 


9 

Check £649" 




67.20 


-3.42 


-70.62 


Deposit ($156.00) 




233.20 ■■ 


152.58 • 


-80.62 


Check 7/650 _ 




133.20 


52.58 


-30.62 


Check #651 - 




8.20 


," 72.42 


-80.62 . 


Service Charge ($3.00) . 




8.20 


75.42 - 


$~ 83.62 



Kach Kntry f'nder ^hz T hree Headings; Customer's Balance, Correct Balance, and 
Difference Is Worth Two (2) Points. 



Total Possible Points 



72 
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Finance and Credit* 

Communications/Product Knowledge 
Student Instructions 



COMPETENCIES 



Communicate effectively with customers, co-workers and supervisors. 

Knoy6>at the ability to communicate skillfully, and in good English is essential 

to a person T s business advancements 

■ * ■ . ■ ■ * 

Skill in satisfactorily handling customer inquiries for general information. 
Skill in interpreting store policies to customers.. 



OBJECTIVES 



The participant will demonstrate oral communications, knowledge of IRA accounts, 
and ability Jo retain customer good will by answering correctly questions con- 
uernitig an IRA ^account. \ ■ • . 

DESCRIPTION .' 

The participant will be given an information sheet . concerning IRA accounts. " 
After the participant has studied the information sheet, he or she will act 
as an employee at a Credit. Union who is knowledgeable about IRA accounts. 
The participant will be evaluated upon his or her oral communications, know- 
ledge of IRA accounts and the ability to answer correctly questions concerning 
an IRA account. 



.PROCEDURES 



You are an employee at a Credit Union who is knowledgeable about IRA accounts. 
You will be evaluated upon your ability to communicate orally information 
about IRA accounts t6 a customer and your ability to answer specific questions 
concerning IRA accounts. 

You have thirty (30) minutes total to prepare and eight (8) minutes to answer 
the questions. - 



i . *This finance and credit event was prepared by Debbie. Popo as par t of 

* a U.S.0.E-. funded project. , _. 

. • • .' C ■ .-. ' .: • • • 160 
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Finance and\ Credit .. . / ^. 

'Communications /Product Knowledge 
Stucient Instructions 



INFORMATION SHEET ON IRA ACCOUNTS Y 



'"IRA stands for Individual Retirement Account. • / ' 

Ah IRA is a long term savings account for retirement and a tax shelter. 

V •••• : " ' ' .. ' / 

Any individual can have an IRA, beginning January 1, 1982, if he/she earns compen- 
sation. 

•Earner income or compensation is defined as wager , salary, tips,, bonuses or income 
earned from "cottage industries" (i.e.. working in the home, babysitting,, sales of 
handicrafts, Tupperware, beauty products', etb.) 

Compensation does not include royalties, dividends ior interest earned, retirement - 
income, rental income., etc. 

Types of %RAs 

!• Accumulation .(contributory) IRA, - a "wage earner makes contributions (deposits), 
and the funcjs accumulate in the account. This will be the most common type of 
IRA for <^ur Credit Union. / . ./ 

. - * * . - 

2* Spousal IRA - (also ah accumulation IRA) a married*'. couple with only' one spot^s^ 
employed can set up a Spousal IRA. There must be two separate accounts phd s 
the employed spouse ma^ces contributionis for the unemployed spouse. If the 
non-working spouse becomes- employed, the account does not have to change. 
Annual contribution s limits will change depending on the income a of the spouse.; 

3. Lump sum or Rollover IRA , - a lump. sum distribution from a pension plan is 
received to this type of account. There are no dollar limitations on the 
amount of deposit, however, 'ft must remain separate froja any other IRA a' \ 
member may have with the Credit Union. J 

A. Non-Rpllover, Rollover I RA - a transfer of money froto one IRA account to 
another. Generally, this transfer is made from one financial -institution 
to another. If the member takes possession of the funds, the -transfer must 1 \ 
be completed within 60 days. This type of rollover can be made once every 
12 months without incurring federal penalties. If the transfer is mads 

; . directly from one financial institution to another, without the member* 
•taking possession of the funds,, there is no limit to the'number of , times 
it can be transferred, without incurring federal penalties. However ^the 
Credit Union will impose dividend penalties on any roilover to another 
financial :inStitution, if the funds have not been on deposit at. least 18 
months: ■ ... J 

\ Contributions to IlUs , , 

# • ; - 

The maximum' annual contribution per individual is $2,000.00 or. 100% of compen- 
sation,, whichever is less. 

• - ' ' ■ • . ' .>. • * ) 161 
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Finance and Credi£ 

Commun ica t ions /Produc t Knowledge 

Student Instructions 



Contributions to IRAs (continued ) ' 

The maximum annual Spousal contribution is $2,250.00 or 100% of income, whichever 
is less. The monies deposited to. Spousal IRAs can be divided between the two 
accounts, in any manner, as long as neither account goes t»ver the $2,000.00 annual 
contribution. . 

• . *, • . . V: . •'• ■ 

-Contributions to. an IRA can be made in any manner the member chooses; a lump sum' b 
payroll deduction, direct deposit, mail, or in. person. . 



Contributions can be made any time the member chooses. A member may contribute up 
to the date he/she files his/her income tax (including extensions), and take it off 
his/her income tax for the year. For example, if a member files on April 15' 1983 
he/she, can deposit $2,000.00 on that date and deduct it from 1982 income. 

Once the account is established,- the member does not have to make contributions 
every year. I " 

\ 

th\ ni 

. . _ions to a 
for Sbousal Ira's). 



There jare no limitations to thY number of IRA Accounts a member may have; but the 
aggregate contributions to all '5f» them cannot exceed $2,000.00 p£r year '($2 250.00) 

for Sinusal TV-n'c^ , * ' 



No contributions can^be made to an/ existing Spousal IRA after t^e noi/~working 
spouie reaches the age of 65 and t?he working spouse reaches the age pi 70%, 
unless the non-working spouse becomes employed prior to. age 70%. 

Futfds contributed .to an* IRA don't have to be from compensation. Earned income 
is the measure of maximum contribution. It's conceivable that a person may 
borrow to open an IRA. ' ' • / 

o " i 

Dividends paid on IRA funds are not counted as contributions. 

The tax deduction for an IRA is limited to what ihe member contributes. 

The amount contributed to an IRA is deducted from a person's gross income for 
federal income tax. purposes. In addition, state and city income taxes are 
reduced by the same amount. ' ' ' 

> If a person contributes more than the maximum amount for the year, a 6% excise.' 

tax is imposed by the federal government. This excise tax can be avoided if the 
^ person applies the overage to the next year's contribution. 

* • ■'. 
Age Limitations on IRAs ■ 

^person, must be a£ -least 18 years old and under 70% years old to open an IRA. 
. >? p erspn may not withdraw from an IRA- until age 59%. 
c a person must begin making withdrawals by age 70%; 
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Finance and Credit 
Communications/Product Knowledge 
Student Instructions 



Penalties for Early Withdrawal of IRA Funds 

Funds withdrawn from an. IRA prior to age 59*$ are subject to the following federal 
penalties: (- * 

A tax of 10% of the amount withdrawjK 1 *^ 

The monies withdrawn will be recogftized /as income for the yeat and taxed as such. 

The Credit Union will impose the following penalties (in addition to the federal 
ones), if monies^re withdrawn prior to being on deposit for 18 months: 
Loss of 180 days dividend? and any dividends payable will be reduced to the rate 
paid on regular shares as of the date withdrawn. 

' Exceptions to Penalties^ 
* . * 

There will be v no federal penalties imposed for early withdrawals in the following 
cases; ^ 

If a member becomes permanently disabled prior to age. 59*5. 

In case of death, the monies may be transferred to a beneficiary. 

Rollover to another IRA fund at another financial institution^ once every 12 months 

The Credit Union dividend penalty will remain in force if monies are rolled over 
to another institution^rior to being on deposit for 18 months. 



Other Penalties 

A 6% excise tax. will he imposed by the federal government <if the member contribute 
more. than the annual limitations. 



If withdrawals .ate not made by age 70*$, the federal government will impose a tax 
of 50% of the minimum withdrawal amount. The minimum withdrawal amount is cal- 
culated by dividing the Balance of the IRA at the beginning of the year, by the 
life expectancy of the mejnber or the joint life and last supvivor life expectancy. 



SCHEDULE- DETAILS . 



The event will proceed as follows: 
0:00 - 0:30 Student Preparation 
0:30 - 0:38 Judging \ 
0:38 -.0:40 Judges Evaluation 



Finance and. Credit 
Communications /Product Knowledge 
Administrative Instructions 



MATERIALS /EQUIPMENT 1 NEEDED 



\ 



1. Copies of Information Sheets on IRA accounts 

• " , . . \ 

2. . Pencils . 

3. Scratch paper 



PERSONNEL NEEDED -s 

1. Prep Assistant (1) ( , 

2. Proctors (2) \ 

3. Judges (2 per heat) 

RESPONSIBILITIES „ ; 

1. Event Manag er - This person is responsible for #11 major decisions neces- 
sary in this event. He /She will .set up the event, brief all personnel, 
see that materials are where needed and completed forms are -turned over 
to judges', tabulation center.. 

2. Prep Assistant , 

a. Distribute copies. of Student Instruction Sheet, Information Sheets on 
IRA accounts and pencils. 

b. Answer questions regarding event procedures. 

c. Do not allow participant to exceed the thirty (30) minute limit. 

d. Assist Event Manager and Proctors as needed. 

3. Timer 

y ^ 

a. Survey participant progress to discourage any dishonest behavior. 

b. Assist Event Manager and Prep "Assistant as %ime permits. 

£HiS£ ~ Evaluate each participant's responses to the questions provided in 
the evaluation sheet. - Do'not "coach" the students into an answer. 
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Participant ID II 



/ 



Finance and Credit J 
Communications/Product Knowledge 
Judges Information * 



EVALUATION FORM 



EXCELLENT 



2 (Yes) 



10 



DID THE PARTICIPANT...... 

JU What is an IRA? 

(Identify IRA as being an 
Individual Retirement Ac- 
count for a long term 
savings account v for 
retirement?) 

2. Identify what earned in- 
come is for the qualifi- 
cations of an IRA account ? 
(Every answer mentioned 
receives 2 points.) 



3. What types of IRA's are -8 
there? .Identify the four 
types of IRA accounts. 
.(Every answer mentioned 
receives 2 points.) 

a. Accumulation 

b. . Spousal IRA 

c. Lump Sum or Rollover IRA 

- d. Non-Rollover, Rollover IRA 

A.. Explain: 

. a.. Accumulation IRA 20 18. 

account 

- b. Spousal IRA account 20 18 

5. How much can one contri- 2 
bute to an IRA? 

a. Identify $2,000.00 or - 
100% of ^compensation for 
a total contribution to 
a single IRA account? 

b. Identify $2,250.00 or 2 

• 100% of compensation ■ , : y 

for a total contribution 
to a spousal IRA? y 

6 ✓"'"Answer "Yes 1 - to the question, 2. 
7 ("If I file ray IRA on April 
15, 1983, can I still. deduct 
it from my 1982 income?" - 

7. What are the age limits for . 4 
IRA s? ~ ' • 

Answer 18 and /or 70*$ years 
of age. "as being the eligible 
age to begin an IRA account? 



GOOD 



AVERAGE 



FAIR 



y 



16 14 . 12 10 



16 14 12 10 



POOR 



(No) 0 



RATING 



0 



r 



o 



0 



0 



8 6 4 2 0 



8 6 4 2 0 
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8. Explain the penalties for 
early withdrawal of IRA 
funds? - . 

9. Identify the exceptions 
to penalties for^early 

*■ withdrawal of ftfftds as 

being? 
' 7 If a member becomes 

permanently disabled 

prior to age 5?*j. 

- In case of death, the 
"monies may be trans- 

. . . f erred to a beneficiary. 
D - Rollover to another IRA 
fund at another financial 
institution once every 
12 months. 

10. Icrint dut some advantages 
of IRA accounts such as: 

- The amount contributed 
to an IRA is deducted 
from' a person f s gross 
income for federal tax 
purposes. 

- State and city income 
taxes are reduced 'by 
the same amount. 



Finance and Credit 

Communications /Product Knowledge 
Judges Evaluation 



2 



FAIR 



• - PQ0R 
0, 



* RATING 



0 



General Greeting/Intro- 
duction of self and . 
IRA f s . 



3 



'•2 



Communicated well , using 
understandable . language 
and, diction ♦ 

4 ' > 



12 



a 



166 



SLC - 1982 ^ ... . Finance and Credit* 

Mathematics 

• S Stufient Instructions 

" ■ • 

COMPETENCIES ■ 

— , ... • • ' . \; . 

Maintain proper records of cash received and bank deposits to prevent losses. 

Balance cash and total sales for the department and /or cash register at the 
end of the day. 

Add columns of figures with facility. 

Multiply and extend figures with facility. .. \ 
OBJECTIVES . - 

The participant will demonstrate, his/her ability in closing out a cash drawer 
at the end of the day. ■ 

DESCRIPTION \ 

The participant will close out the cash drawer by adding all deposits and cash 
received, and subtract all cashed checks. Evaluation will b\ based on the 
participant's correct answers from the Student Worksheet.. \~ ' 

PROCEDURES 

You are to assume the role of a cashier. You must close oft your cash drawer 
and determine if you are over, short, or even. The following' items will be 
provided: . „ • • . 

a. Student Worksheet , •« -\ 

b. Student AnsweT Sheet 

You will be given thirty (30) minutes to close, out the cash drawer and complete 
the student answer sheet showing your opening bank, cash received, and checks 
received. You must then determine if the cash drawer Was over, short, or even. 
The, student worksheet can be used for all o f - your calculations.. Use of calcu- 
lators or any other aids is prohibited. You will 'be evaluated on your ability ^ 
to correctly compute and answer the correct figures on your Student Answer Sheet. 




*This finance and credit event was prepared by Debbie Popo as parC.0<7f an 
U.S.O.E. funded" project. . ■ 
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Finance and Credit 

Mathematics 

Student Instructions 



STUDENT WORKSHEET 



Opening Bank 

6 rolls pennies 
6 rolls nickles 
3 rolls dimes . 
2 rolls quarters 
20 ones 
A fives . 
1 ten 



Closing Cash Prayer 

227 pennies 
530 nickels 
85 dimes 
68 quarters. 
124;. ones 
79 fives & 
63 tens 
* 46 twenties 
7 fifties 
2 hundreds 
1 $500 bill 



Checks Received 



27. OA 


67A.2A 


99.31 


36.55 


198.90 


~ 766.71 


26.33 


8.08 


27.49 


675. 9A 


- 6. OA 


7.31 


16.01 


11.06 


129.73 


A. 63 


76.32 


114.77 


16.92 


19.99 


397.77 


73. 9A 


76.54; 


5.95 


A. 86 


9.67 


96. A5 


6.71 


457.63 


111.70 


288.89 


26.85 


68.72 


369.99 


334.34 


34.91 



Register Tape Voids 

3.97 

.. 14; 99 

8.65 . . . 
168.99 



Opening Sales Register Reading $15,068.59 
Closing Sales Register Reading $23,640.62 

■ '.257 



* Name 



Finance and 
Hitlvtmttict '* Y<\] " 



STUDENT ANSWER SHEET 
Oggnteg Ban k . 

Pennies \ 
Kickels 



Dims 
Quarter » 
Oms. 

Fives 

Tens 

Total Opening. Bank 



Closing Cash Drawer Count 
Pennies 



Kickels 
Dines 
Quarters 
Ones 
Fives 



Tens 



Twenties 
Fifties 
Hundreds 
$500 Bills 



Total Cash in brewer 



Checks Received Total 



Total Voids 



9 

ERIC 



k What Is the day's total cash receipts? 

What is the dally sales according to 
only the register reading / 

/Are ypu over or short? . (Ci^fele) 

*o* »uch? ■ ; ' .. .,./ 
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Finance aMr^^M^-i'^:'':'---^' 
Mathenia tics '' v.'G 
Administrative Xn^ir».eti<?ns ; ' 



SCHEDULE DETAILS " ' .-•< '* - , -V']t 

£he thirty (30) minute event will proceed as follows: 



■ *. 



V 



0:00 - 0:30 The participants will review the Student Instruction Sheet • . . L : 
and the Student Worksheet. The participant will close out ; 'ti- 
the register and note all bank deposits 'a§ad' cash, received .,/■] v ' 
checks cashed totals,- and indicate' if the cash .drawer V .1;% f*->'- " : 
x balanced, was over or short on the Student Answer Sheetv" <; 

• • . ■ \ ' .'^c^;-^ .;; 

ADMINISTRATIVE SUGGESTIONS ' 

1. A room is needed large enough to seat all participants. ; 

«. . . > ■ " 

2. Seating arrangements should allow for adequate space be tweetl* par ticlpafitfc. • < 

MATERIALS /EQUIPMENT NEEDED 

A. Copies of Student Worksheet 

B. Copies of Answer Key / ' . 

C. Copies of Student Answer Sheet '° ' . 

D. Pencils . * ' * 
"E. Scratch paper (optional) . ' " 

PERSONNEL NEEDED 

A-* Prep Assistant (1) 1 * 

B. Proctors (1 for every 15 participants) 

C. Graders (as needed) * 

RESPONSIBILITIES. • 



!• Event Manager - This person is responsible for all major decisions ; ?hfecessfcr$.' 

in this event. He/she will set up the event, brief the coordinator ^ 
* and be responsible for all qjaterials. T : V §}/ '■/.■• 

Remember to:. _ /-"Tv- ;;':' c ^ /- f ■ 

a. Be sure participant evaluation form has grader's initials and "the. . f> 
participant's I.D. number. * J \> \.. ; . /' ; 

b. Be sure participants leave all materials. , V /; V V i 

c. Turn in Student Answer Sheets to graders as soon ^as they are &allect£d; / 



3* 



. . . , / ■ 
X' 



■ i 




Finance and Credit . 
Mathematics 

Administrative Instructions 



2. Prep Assistant 



. . a. * Disti&bute' the following* items to participants: 

1. ° Copies of Student Worksheets ' 

2. Copies of Student Answer Sheets " 

-.3. ^Student Instruction Sheets 1 . ^ . ~*" 

ty. Answer ; any questions regarding event procedures. 
' . " *. \ po,^fet :aUoW the. event* to exceed thirty (3Q)' minutes.. ' 

d.- Assist EV^nt >Manage,r, Proctors and Graders as time, permits., v' 

3,. Proctors , „. -\ 

a. , Survey participant's progress to ? discourage any 'dishonest actions on 
-'the par&jof the 'students. 4 ■ ' - 

b. "Assist Event Manager, Prep Assistant and Graders as time permits. 

Graders- Scpfoe^Student Answer' Sheets using the Answer Key. 



■X 



2$0 
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Finance and Credit 
Matheaitlci \ 
Administrative Instructions 



rfUDEKT AHStfEK SHEET 
Opining Bank 

PannlM $ 3*00 



«lckels 
Diata « 
Quarters 
Ones 
Fives 

/. 

Ten* 

. I 

Total Opening Bank 



12,00 



q$ .Qo. 



20. 00 



20.00 



20.00 



10.00 



$100.00 



Wi 



Closing C«»h Drawer Cotont \ 



Pennies 
Nickel* 
Dines 
Quarters 
' One* 



$ 2V27 



26. $0 



8. jO 



17. ob 



124.00 




395.00 



630.00 



920.00 



350.00 



200.00 



500.00 



Total Cash in Drawer 
Checks ieceived Total, 
Total Voids 



$3173.27 



5308.29 



196.60 



What is the.day's total cash receipts? ■ , &381. 56 

f'rt'v-^iWJiet iajtfie deily sales according to 

only : -.i{;he register reading ' 8572.03, 

' 'j \:- ixe yoixQy^bi sijbr;tt;^.<Circle) '-^^ 

'bov wichY ; a $6.13 ^x; , '. - : . 
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.Mathematics 



■ ; \ . - ". 

Finance and Credit 
Mathematics 
Administrative Instructions x 



ANSWER SHEET VERIFICATION 



What is the day's total cash receipts? 



Cash 3173.27 
Checks 5308.29 

8481.3*.-' 

-Opening Bank - 100.00 

. $8381.56 



What is the daily sales according to only 
the register readings? 



Opening reading 23,640.62 
Closing reading -15,068.59 ; 
Unadjusted sales $ 8,572.03 



Are you ove(r^,or short? 



Cash Receipts 8381.56 
Register Sales 8572.03. 
-Voids - 196.60 

Adjusted Sales 8375^3 

+$ 6.13 



iERIC \ 
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SIX - 1982 . Food Marketing*. 

Display/Communications 



Student Instructions 

■•/ 



COMPETENCIES 



Skill' in scheduling and featuring merchandise in displays at a time it 
is being advertised. . ' ' 



• / 

/ 



Skill in using mass display iri setting up displays Of large quantities 
of merchandise. 

J < ■ • v 

Knowledge of the use of various types of display fixtures for the most 
advantageous display of merchandise. 

Knowledge of the principles of mass ^iisplay. 

Skill . in communicating ideas to customers, supervisors, and co-workers.. 



OBJECTIVES 



The student will be able to explain the best locations to place displays of 
it£ms on sale and items in season taking in consideration the given store 
floor plan. v * 



DESCRIPTION r 

.The participant will show the best display locations for ten of fifteen items 
with fou;r items being on sale and most of other items high volume items during 
a particular, season. The participant will place the displays in the location 
which would increase total sales -volume and profit. The\student wil$ explain 
to the judges reasons for specific locations for each iteW. 

• ; i ' ■ 

PROCEDURE 

You are an experienced employee of a large supermarket chain. Your store 
manager asks you to set up two displays for the week preceding Memorial Day. 
You are given a choice of fifteen products to display. The manager explains 
that you have your choice of eight display locations at the ends of the four 
(4) display isle.s. The manager explains that the new area supervisor will be 
visiting the store during the week. The area supervisor will ask you to\x- 
pLain why you are displaying ithe products at the end of the isles and why in 
the two particular locations jyou choose.. On the form provided, you are to 
tell which products would be [displayed ..together and why you displayed them 
in the. locations you choose. } After completing the form, you will be given 
up to eight (8) minutes to ejcplain to the area supervisor your reasoning 
for your decisions. \YoUvshquld consider whi^h items. are linked together 
especially during the spring o| "the y^ar, ; . arid ; the** week be fore " tfemor ial Day 
weekend.. The sale will end 9:001^ -t\av£ a total 

of' 30. minutes to prepare your presefttitibii* ' V- 



/ ■ \ . ■ ... - •■ ... • , 

*This food marketing ev.erit' was Prepared by Phil Cahdoti., Supervisor, 
of Dayton City Schools^. Dayton, Ohio as part, of a U;S*0.E. funded project. 
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Food Marketing 
Display /Communications 
Student Instructions 



Your choice o£| which five (5) products to put together ^t each display 
location should include consideration of the following: 

. 1. Product relationship to each other. 

2. Tie in of products displaced to*the other produces on shelves or in 
departments adjoining the display.. 

3. Traffic flow in the store.. > . ; 

4. Necessity of items-^Lp most shoppers.. 

■ ■■ \ * ■ 

.5. Profit margin of items. x .* , 

6. Ease of display, with other items on isle ends. 

7. Items on sale. \^ . * 

8. Items bought on impulse. • . . ■ 

9. Season of year and activities of shoppers during that season. 



\ 

\ 
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Name 



Participant M 



Food Marketing 
Display 
Work Sheet 




DISPLAY I 



List five items %ov display number one (!)♦ Location // 



/ 



i. 

.2. 
3. 

4. " 

5. - 



Display location number 
1 through 8 on attached 
floor plan. 



Give reasons for putting five items above in same display. 



Give reason for putting the above display in the location you chose on the 
attached floor plan. . 



DISPLAY II 

List five items for display number two (2). Location/// 
2. ____ 

* 3. 

4. 



-Mr- 



Display, location number 
1 through 8 on attached 
floor plan. 



5. 



Give reason for five items above in the same display. 



Give reasons for putting the above display in the location you chose on^the 
attached floor plan. . , . 
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Food Marketing 
Display 
Fact Sheet 



■•V- 



DISPLAY ITEMS 



ITEM 



1. Carpet . Shampooed Rental 1 *•. 

<. 

'2. Heavy Duty^.Paper Towels. * (On sale) 

3. Hot dogs ^ 

4. Paper plates "*S^ ; 
.5. Charcoal - * 

6. &ops , ° s 

.7, Pork and Beans (On. sale) 

. i 

8. Ljysol- Cleaner ' 

9. D&g Food (25 lb. bags) 

.. . ■ - 

•10. Mustard. (On sale), 

«L1. Windex Glass Cleaner (On sale) 

12. Sweet Pickles 

13. Vegetable & Flower. Seeds 

14. Sponges 

15. Carpet Deodorizer 



PROFIT MARGIN 

AO % 
. 8 % 
25 %, 
29 % 
25 % 

J : 27 %, 

10 % 

' 2.3 % 
• 28 %. 

16 % 
.12 % 
. 24 % 

27 % 

- . 30 % 
' 27 % 
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Food Marketing . 

Display /Communications * 

A4*ninistrative Instructions 



SUPPLIES /EQUIPMENT ■ ■ 
1. Work Sheets/Floor Plans 



PERSONNEL 

1. Timer (1) 

2. Judges" (6) 

3 . Supervisor (3) > (Ci^ turner ) 
■'ffiS* Prep -Room Assistant 



TIMING 



Preparation - 30 minutes 
Presentation - 8 minutes 
Judging time - 2 minutes 



y 



* 4 ■ 




*: 
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^ . - . Pood ^rketing 

/ • ~ . i. DlsplayyCommunicatipns 

\ - - 1 Judges Xjpstfuctio^p 

1. Participants, are to have -thirty (30) minutes to complete tfi% activity 
just prior to their eight minute maximum' oral explanation orl|their choice 

2. Judges are to use the evaluation fo^m during the* oral explanation to 
question participants. - % • 

• • • • ■ " , - * % • 

3. ' Participants may refer to .the work sheet of. their activity during^the 

oral explanation. ■ 

. - . . % 

4. At the conclusion of the oral explanation, the" participant is to giv^ 
. you -their work, sheet to. which you will staple the oral evaluation .fotfj^ 

5. A maximum of 100 points are to be awarded for this activity. 



6. As the participant starts the oral explanation, ask the participant his 
or her participant number to be sure you have the correct 'number on the 
evaluation sheet . 

RATIONALE FOR ANSWERS : 

Picnic supplies (pork .& beans, mustajrd, swe.et pickles, paper plates and 
charcoal) should be located in location number. 5 for the following reasons: 

a. Across from the prepacked cold meats, piqnic high profit items. 

.b. In early part of traffic flow when cart is empty and money not 
exhausted yet. • 

c. Display at 'end of isle of related items, canned fruit & 'vegetable 
and condiments glass items. 

House cleaning supplies (heavy duty paper\ towels, Windex cleaner, Lysol 
cleane^, '^ponges^and carpet deodorizer) should be -located in „ locaf ion 
ill for the" following Masons: , jdhK* ' ■ 

a. At end erf isle of reJ:^ -supplies /^papest product 

• b. Next to cash register where shoppers buy/ more what thdfy -will ^ega- — 
but may have forgotten. . 

c. Location where^ shoppers need td be encouraged to buy with use of 

—"^saletrem^^ paper-bowels and Windex,. especially 

- if you can get them at a reduced price. . .. 

Reasons for choosing display of picnic related items are: ' 
a. Time of year (just before Memorial Day) start of picnic season. 
. b. f Items fit. -together as picnic items. ■ * • 

. t 




Food Marketing \ ' 
Display /Communications 
Judges Instructions 



c. Suggested in instructions to participants by emphasizing time of 
year and holiday. 



■■ ■ * 

Reasons .for choosing display of house cleaning items are; 

a. Suggested in instructions by emphasizing activities done in spring. 

b. Items fit together as house cleaning items. ■.. f 

c. . Reavy duty paper towels and Windex- cleaner do not tie> in with.'other 

sale litems. n . f. ' / ^. 

The following items should, not be chosen because: 

bog food do^s not tie in -pith any other item to tie displayed, plus it is too 
bulky, to display well at end of isle with other, items. 

Carpet shampooer rental goes with spring cleaning but cannot be displayed on* 

the end of an is]te -with' four (4) other items. . - 

9 \ <? 

Hot dogs must be refrigerated and would, not be. displayed at 1 end pf isle but 
rather in meat case. '<» 

Vegetable and flower seeds do not tie in with other items, plus usually are 
in own display racks. ' 

Mops must be displayed in special racks that are not suited for the end of 
isle displays; _ 
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FRESH MEATS 



P R E-P AC RED 
' MEATS 
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Participant // 



Food Marketing 
Display /Communications 
Evaluation . 



Judge's Initials 



1. Student identified one of the 
displays as picnic items 

2. Student listed correct items 
in picnic display 

ii 

3. Student identified one of the 
displays as Jiousecleaning 
items - 

4. Student listed correct items 
.in housecleaning display 



Student explained choice of 
picnic items effectively 

Student explained location 
of picnic display effectively 

Student explained choice. of 
hdu&ecleaning items effec- 
tively 

&. Student explained location 
of housecleaning display 
effectively • ' * / 



1Q (Yes) 
10 (all/5) 

10 i*iesy 

10 (all 5) 
Excellent 
10-9 

10-9 



10-9 



lO'-S. 



0 (No) 



7 ,(4 items) 3 (3 items) 0 (less) 



0 (No) 



7 (4 .j^ems) 3 (3 items) 
Very. Go$d Good 



Student communicated effectively 

-with supervisory 20-16 



8-7-6 \ 



8-7-6. 



8-7-6 



8-7-6 



15-11 



5-4-3 



5-4-3 



.5-4-3 



5-4-3:, 



10-6 



0 (less) 

Poor" 

2-1-0 

2-1-0.. 

2-1-0 

2-1-0 
5-0 . 



SLC ~ 1982 ' . ^ -4/ ^5^" "ft 50 o41 / ? k^rk^;t iirig^ /- / •/ 

". * - " Ma r'koi^o.M^G '"-0 .' \* 



^ f ■ Matfrej^tixs 
{ jyStudenie,. Instrubtlon^/ 



COMPETENCIES 



Knowledge. of mathematical . manipulations uj> "to an4>inc*Luditig first degree •■; 
algebraic expressions* . f * . ' ; ' . . : '\ 

Ability to determine the price of merchandise being purchased in a lesser 
quantity than that originally multiple priced. 



Skill in /accurately calculating the exact amdfint of a Customers putfch^se v 

V" j ■" • 

Skill in using and translating percentages. . i '* 5 ** 

. . ■ . . *" / . * ■ - " ' ■ 

Skill in. reading and interpreting self computing scal-es fchat' speed up. ; 
mathematical procedures such as tax e.ompyt&fcion charts* 



OBJECTIVES ■<' a. ; . ^ 

* ■ ■ a ■'• , ' « fl - ; 

1. You are to demonstrate your ability -to compute the total', cost of itetns ' 
... given the price per pound'afid a' S&trpf scales to weigh" them. . ■ 

2. You are to demonstrate your 'ability tq, reduce the cost per pound by a 
given percentage and then compute* the tb,tal cost of each item using the 
new reduced cost. . m j „. § '. \ , 

DESCRIPTION ' - " . . " " 

Participants will be given ten (10) items . of '.various weights. Each- of the* 
_ten (10) items will be identif ied by their, nujnber. . Participant is tq weigh *4 
each item and^ftmgute the total cost of* item afc a given. pricS per pound for / 
e#ch*item. After compiit&tdbonr incompleted the- store manager cuts the price _^ 
per pound of each item by different percentages., After the manage? 7 inforps 
the participant of a new price list the participant is to compute the new \ 
total cost of dach item. ' " * " ' '\ 

In short the ten (10) items are weighed and then pticec} two timirs 



PROCEDURES ■ ■ ,; ■ 

You are an employee in the produce. department of a supermarket* You are given 
direction by your manager to 'figure the total cosfc of each of ten items given 
a specific cost per paund for each item. You are directed to write the costs 
on a form provided showii?| the weight of each ' it^em and. the total cost, of each' 
item. 



Then after you completed ttvis pricing your, manager asks you to reduce each item 
by a specif ic, percentage Jfor each item. You are directed feo dompuce the total, 
cost of each item using the . reduced cost per pound $n . a ^second form, the' 
manager will give you -ten minuses total to compute bqth' seds. of prices. If .. . 
you have time add u^^he' total cost 4f ali ten items*. You will be given two / 
minutes to become familiar with r the ^ales. You may weigh sample items ,and 
ask questions of the manager (Judge) ..concerning the reading of the scales • . 



■ \ " " ■ . Food Marketing . " <: -y ;■ X 

, / ■": Mathematics' :.','/. ■ - V /^K 

' " ■ Adipirl^stratiye 

ADMINISTRATIVE SUGGESTIONS • ' ^ ' . ;\'V-i ; A ""/..'.;■ 

You will play, the role of produce manager. ; • 

You will give each participant a two minute period of time trp become '.familiar with 
the scales. Arjswer any questions they may have concerning the ".reading ; of 'the* scales 
Participants may weigh samples provided^. Upon the;, instruction "of the timer you are 
to. hand the participant a box containing ten items each labeled from one (1) through 
ten (10)* You will also give them Evaluation Form #1 which lists the cost per pound 
-of each of the ten items*. Instruct the participants to weigh ^e.ach item and record 
weight on the«form and to compute the total cost and record on^ the form. as quickly ; 
as they can. Instruct them to tell you immediately upon- completing the. recording. 
As goon as the participants inform yoiy they ^ave completed thelfc computation, give .*' 
th^m the second Evaluation Form #2* - Explain that the store' manager just reduced 
thfi items and they should . refigure the total cost? using* the 4 percentages provided 
on . the form*. ■ • * •.• . * J 

Allow a total of ten minutes for both sets of computations, (The two,rainutes to 
become familiar with the scales not included*') \ / 



1. ^Scoring: . l " '' s " 

A. Each correct weight would receive 3 points for total of 3t) points . 

B. Each collect total item, price would receive 3 points for-. total of 
30 poirits for each price op total <fc of^60 points for both. 

■ • * t " ■ 

; C. Totals will be scored at 5 jpoints 'each (KJ p.oititp total) . 

* • ; . :■ 

2. ' This event should be scheduled every 30" raihufies 



3. Have each -judge weigh each item on*the scales they>will bet usdng. Then • - 
compute the total item costs and total, costs" of aM— ten ijtems.. This will 
Tarailiarize judges with procedure and double check scales to see if any - . 
are out of adjustment. * If any are out of adjustment . fi&ke 'Tj^new answer 1 

. key for that set of scales. ^ • 
. ""■ - ? i ' * '■*";■.. 

4. , Provide minimum of 3 preferably 4 sets of scales, boxes of ten numbered 

items, sample weights, *and ' judges I ' ■ • \ ' - n 

5. Have tables large enough for scales, box of items and ropm for the- participant 
to lay Evaluation Forms while writing. No less than six foot long tables?. ' . 

6 . ,Have a timer that starts and stops all sections at ; same times . ; 



>/-'■ *Thls food "marketing event was prepared by Phil Cahoon, 'Supervisor 
of "Dayton City Schools, Dayton,* Ohio, as part of a if. S.O.E. funded project. 
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Food Marketing 
Mathetoatica ■ 
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y'V EVALUATION FORM- //I 



& 0 



ITEM // 1 . .. C6ST PER^POUNft , yWLGtiT Og ITEM (3 ptj 



1 a ■ ■ 


y . • J 4 * 


• 0 ' 

2 ■ * 


r °* ..$...49 ; :" 

> ■ . . f» ■ ■ 


3 3 '•• • 


• ' $1. "69 






A. . • 


*$ .99 - . 


5.V . /'■ ! 








6. ' . 


"$2.09 


.0. * 




7>y* . . 


- $2.69 




y *" $ -.59 ' 


0 

\ 




9> 


• "$1.29 ' • ' . 


10., ••: * 


i ■ $3i.-59 . ; . 






.. * 






* * 



TOTAL dOSt OF ITEM •. 
(3 -*pt . .each) * ? ' ♦ 



( . i. v 



" ■■■ T0TAL fCOST OF" ALL; TEN ■.- 



■ .1. . i . 

9 1 I : 

¥' • 

• *. ■ 

y$.' : 

V 6.,,.;; 
. 7- 

■ r» 

••; 9.' ■ 

10,- }.:■ 



»(5 pt.) 



'. TELL THE PRODUCE MANAQEjl AS SOOl^ 4S YOU. FINISH THIS -SHEET^. . ; ;y 
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. Eopd Marketing 
Ari'swer Sheet 



0. 



; .,\v.» 



fit. ■ 



„ i f>* - < 



''}*■ ■ V- ITEM, # >' 



* .' Li t •' *-".'<£ 

' 2'.' 



■ .6.. : 

"'.7.'" 
8, •* 

r 



ORIGINAL ' .' 
COST |>£R. tOUNt) 



/->.— 



-$-.34: V 

p$- .ApV 

- ■;$].. 

$ :99 

- $ ;%9 



1 



$2.09 s • r 



.$3*5?; 
$1..2? 



V- ■ 



.PERCENT. OF:' ' ; 
PRICE; REDUCTION. 

-/'. 10 % <v % ■ 

. , 20 .%.., * 

.3 0. %f I 
k;5 t ,"-- 

- "8 % 
1, % '0 % * 



'NEW' 




c COST OF ITEM; 
03 pt. ,each) 



.i 

" ' 2«. 



;.:4>= 

5.. . 
7.- v 



,i 




r 



9 X, \. 
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- , \ ■■ -QRANt) TOTAL ^^sL&Z'-.;: - : : ' - ■ * - ■ 



• • " - V 



'; v -ft 



.V 




[f^i-im-m 



Ohio OECA ■ " \ Food Service* 

SIC 79 Operations 



Event Manager Instructions 
Page 1. . -x. 



DESCRIPTION 



The participant, role'playing as a restaurant master-employee, is 
handed a suggestion card by a customer w.ho has already paid the 
check. The customer has made a complaint on the suggestion card 
that the restaurant's housekeeping is only fair. After the employee's 

. (participant) discussion with the customer, the manager inquires . 

, about the nature' of the customer's complaint. As the master -employee 
.(participant) was responsible for housekeeping duties during the past 

\ week, the mana#|r asks the participant to review his/her responsibil iti 
'understanding or the health and- sanitation laws and regulations 
and their affect upon customer patronage. 



OBJECTIVES 



The participant will demonstrate competencies in operation "skills by: 

. 1." satisfactorily answering the customer's questions and complaints * 
regarding the housekeeping conditions of the' restaurant 

2/ demonstrating an attitude towards the customer that af high level 
of sanitation is necessary to maintain customer patronage 

3. suggesting ways to correct customer's complaints when ^speakttig 
• with the manager _ • 

.4. listing at least three responsibilities an employee has in helping 
to assure the restaurant meets with the laws and regulations 
of health and sanitation ' *v / 

5.' discussing possible consequences of customer patronage and 

a health and sanitation department inspection under the present .' 
conditions thereby^ demonstrate n'g*an understanding of the laws 
and regulations of health and sanitation and their affect, upon - 
. ':■ customer patronage 

SCHEDULE DETAILS , . / . \ ' s 

See attached event schedule for time assignments for all students. 

v See map for location of all personnel. 

MATERIALS . .' ; ' * ] . "' , • '. ' " g 

. "' r ' Instructions (Event Manager, student, judge) 
Evaluation Sheets . .. 
Manager. Fact Sheet" 
Customer Fact Sheet , 
Student Handout \ ' ' : {. " 



*Thife^£bod -'ift^irlceting everif" prepared by. Phil Cahopn, Supervisor' 
Of, Dayt0ft\city'^^ part -of a- U.S.O.E.. fun^d project. 
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Food Service 
Operations 
Event Manager Instructions 
Page 2 ... .[ : 



RESPONSIBILITIES ' !• " 

• ^ vent M^ajer - Th,is. person is responsible, for all major, decisions " 
.. necertsary In this event. He/she will se{ up the event, /brief the 

Judges and coordinator assistants and be responsible for all materials., 

... . ■ .:'■-[. 

Remember to: , ' >v '. • 



1.^ Follow student time schedules exactly 



and* 



3. 
4. 
5. 



'Be' sure'participant evaluation form has judge 1 s initials 
the participant's- I.O.. number • v ' 

Be. sure participants leave all materials . 
Total evaluation- forms as they are collected <Trom the judges 
Turn in evaluation forms to Tabulation Center regularly 
throughout the event ... 



Prep_Rooin Assistant 



1. 



2, 



^ ( 




7v 
8. 



*9. 



The proctor has the .responsibility'of answering any questions 
the student may have ' ' 

A new group of (3) three students will arrive every (15) 
fifteen minutes • 

Each student will .be given a set of student instructions 

Be sure to tell each. student that he/she has (10) ten minutes 

tC read these instructions and ta ask any qi^stfons 

Remind them to carefully read all instructions. ' ' 

Be sure .that you, . as the proctor, 'are' familiar with. all items 

that ; you have to, answer 

When. a new student conies in,, check the time sheet to make sure 
the right persons are there 

At the end of th4 (10) ten minutes take- the contestants to the. 
participation ropm 

.Assist the event manager as time permits • 



X 



Customer and Majia^ier . ' . * 

1, Follow instructions on the script, i 

2. Review the evaluation firms before students participate 
■3. Be as consistent as possible in dealing with each student 
4. Avoid dragging out the conversation. Each student is limited 

.to (5) five minutes with ; each the customer and the manager. 
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Ohio DECA 
SLC 79 " 



food Service 
Operations . "\ 
Student Instructions 



OBJECTIVES: 



You will demonstrate competency in 'operation skills by: 

1. satisfactorily answering the customer's questions and complaints 
. regarding the housekeeping conditions of the restaurant 

•• * . I i 

2. demonstrating'an attitude towardsjthe customer that a high level 

of sanitation is necessary to maintain customer patronage 

.3. suggesting ways to. correct customer 's.. complaints when speaking 
with the manager* . ^ 

' ' ' ■ i ' ' 

4. listing at least three responsibilities an employee has in helping 
to assure the restaurant meets with the laws .and regulations of 
healthi and sanitation • 

5. discussing possible consequences of customer patronage and a health 
and sanitation department, inspection under the present conditions 
thereby, further demonstrating an understanding" of the laws and 

.regulations of Jiealth and sanitation and their affect upon customer 
patronage 



1. You will be given ten (10) minutes to study the problem and a 
total of ten (10) minutes .to role play the situation. During 
the ten (10) minute period, five (5) minutes will be spent- wi th 
'the customer and five (5) minutes. with the manager. 
'* 2. " You are. to begin the role playing situation by accepting a . 
. . , suggestion card from a customer who has already paid' the check. 
The customer has complained that the restaurant's housekeeping \ 
, is only fair. After a discussion with the customer, the manager 
inquires about the nature of " the customer's complaint. As you 
. were responsible for the restaurant's housekeeping duties for the 
week, tiie*manager asks you to review your responsibilities and 
possible, consequences of customer patronage, etc. of current 
conditions. You must demonstrate, through discussion with the 



PROCEDURES 
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Ohio DECA ; ' . Food Service 

SLC 79 " Operations 

. . ^ . Judge's Instructions 

COMPETENCIES • / 1 . 

1. Understanding the health and sanitation laws and regulations 
. .with which restaurants must comply, 

2. Attitude that a high level of sanitation is. necessary to 
maintain customer patronage. . 0 

OBJECTIVES 

. r 

The participant will demonstrate competencies in operation skills 

■ by:. r l - V 

1. satisfactorily answering the customer's questions and complaints 
regarding the housekeeping conditions of the restaurant' 

2. demonstrating an attitude towards the customer that a high 
level of sanitation is necessary to maintain customer patronage 

3. suggesting ways to correct customer's complaints when speaking 
with the manager m 

4. listingat ®st three, responsibilities an employee has in 
. helping to assure the restaurant meetS'with the laws and 

regulations of health and sanitation 

5. discussing possible 'consequences of customer patronage and 
a health and sanitation department inspection under the 
present conditions thereby, demonstrating. an understanding of 
the laws a'nd regulations of health and sanitation and their 
affect upon customer patronage v 

PROCEDURES V • 

The participant will be given ten (10) minutes- to study the problem, 
and ten; (10) minutes to demonstrate an understanding of the importance 
v of health and sanitation regulations'' through role playing. You. are 
to evaluate each participant* 'using the form provi'ded, on how well , 
\-Vthe .student demonstrates the given competencies in operation. Be 
sure lo judge«*only those competencies as listed..- 
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EVALUATION CRITERIA- 



Food Service 
Operations . 
' . - ' Evaluation Sheet 

. Page 1 - • 

INSTRUCTIONS: For each point, circle. the 
number in each row which most near-ly describes 
the participant's competency in that area. 



Excellent - student would rank as one o*f the top 
persons employed in this industry ; did 
«a truly superior job. 
Good - student did very well; very acceptable work 
Fair - student did okay and would, be ranked about 
average for person employed in food service 
Below Average, - student Was- somewhat ineffective or 
ignored the situation; definitely a 
* ' „ below average worker. 
Unacceptable - student was totally ineffective; 

. . perhaps this student should not be. 
employed in food service. 



I. Participant.' s understanding of customer complaint " - 

• . - . / 

displayed an- attitude of concern in regard to customer's complaint 

listened to. the customer's Complaint attentively 

answered the customer's complaints satisfactorily and 

assured the customer the situation would be corrected 
* — 

answered customer's questions regarding health, andean Hat ion 
laws and regulations satisfactorily > . , • 
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^Ohio DECA . , ' • .•/.•". Food "Service • - 

SLC 79 . '- 9 r ' . ' ' Operations- 

•■ Manager Fact Sheet 



>. 



MANAGER. FACT SHEET* . 



This week you have assigned the master-employee (participant) with the 
responsibility of the restaurant's housekeeping to insure health and • ' 
sanitation laws and regulations. After overhearing a customer making 
a compla'int, you ask the, master-employee about the nature of £be complaint 
after the customer leaves. When you learn that the complaint involves • 
the lack of cleanliness in the restaurant, you discuss and review the 
importance of the health and sahitatiWi laws anci regulations with the 
master-employee. You should also discuss the affect of the restaurant's 
present condition' upon customer patronage by asking questions of the . 
employee. .... 

In your conversation 'with the 'master-empldyee -(participant)* consistently 
include the following: ' 

1. what are your res'^pnsibil i ties in assuring the restaurant mee*ts'with 

j the laws afid regulations of health and sanitation? 

. . » y » ■ « 

2. what improvements can you make to correct the customer's complaint? 

3". what might the -consequences be if a representative of the State 
Board of, Health were to inspect the restaurant under it's present 
conditions? . . ■ 1 

* ' \ ' - ' ■ y 

4. what are the consequences ,of the restaurant's present condition to 
customer patronage? • • • 
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SLC 79 . ". „ ' . ' ' Operations- • 



Manager Fact Sheet 



* MANAGER. FACT SHEET*- ' • '.. • 

^ ^ -., f . 

This week you have assigned the master-employee (participant) with the 
responsibility of the restaurant's housekeeping to insure health and - ' 
sanitation laws and regulations. After overhearing a customer making 
a complaint, you ask the, master-employee about the. nature of the complaint 
after the customer leaves. When you learn that the complaint involves - 
the lack of cleanliness in the restaurant, you discuss and review the : 
importance of the health and sanitation laws anil regulations with the 
master-employee. You should also discuss the affect of the restaurant's 
present condition' upon customer patronage by asking questions of the . 
employee. 

In your conversation 'with the "master-employee '(participant)' consistently 
include the following: ' 

1. what are your res'ppnsibili ties in assuring the restaurant meets 'with 
, the laws afid regulations of health and sanitation? 



2. what improvements can you make to correct the customer's complaint? 

3V what might the -consequences be if a "representative of the State 
Board of, Health were to inspect the restaurant under it's present 
conditions? . . • 

* > " •■ ,■ 

4. what are the consequences pf tjje restaurant's present condition to 

customer patronage? y • 




4 Ohio JDECA 
SIX )9 



Food Service * 
Operations 
Customer Fact Sheet 



* ■ 

CUSTOMER FACT SHEET 



You are at the, counter, but have already paid^your check. . You are to 
ha^nd t'he mas ter- employee (participant) a suggestion carcT-on which you 
have complained ^about the restaurant' s. housekeeping. You are to discuss 
.your complaints with the employee! In' your conversation with the master- 
employee (participant) consistently include the following': x 

* 

1. complain about the cleanl i-ness of the dinnerware and table 
2„ complain about the unsanitary conditions, of the restroom 

3. ^sk.who is responsible for tl\e restaurant's housekeeping and 
ask why it is in its present condition 

• •' » „ ' ■ y • 

4. inquire about the regularity with which the* Board of Health 
representative* visits the restaurant to inspect it. 
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Food Servjce 
Operations 
Studejit Handout 



. WELCOME. p,THE 
LUCKY BUCK RESTAURANTS," INC. 



i ( 



and suggestions .*T*rX£ll? Xll^?"™ ^'^^f; 



I ordered: 



Food was: Very Good Q Good [J - Fa4r Q 
Wai^KesV Name: 1 : / 
Waitress was: Friendly: 



Efficient: 



Service was: Very Good Q Good Q Fair' Q. 

Our restaurant's housekeeping,^: Very Good Q? Good Q Fair Q^T 
^ny other comments about our food, service or ^ggsekeepTm 



What encouraged you lo dine with us: 



Reputation 
Advertisement . 
Road Sign , 



Suggestion of a Friend 
Appearance of Buildinq 
Other 



I am: Local Resident Q in town on business Q Tourist Q 

I visited you on - f 4 at' « u n M 

— — at AM □ PM [] 



(optional:) Name 
101, City: 



Street 
State 
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•pft1o..DECA-*;-' .V • . * :i ' .•' , r • / .-.General Merchandisirjg * ..v 

SLC. r . 79 * ; •• ' *■ , . :' w < -J>- •. : Prod- & Serv. Teeh " 7 ; 

i '. ... : " ■■• »Judges^Instr 0 uc tions , 



•COMPETENCIES 



Interpret merchandise- guarantee ""and directions to Customed* 
OBJECTIVES . : ••• • " ' k. ° 0> - '' / 



The participant will demonstrate product and service" technology 
, skill's k in the occupational category of general ' merchandise 'by: 

••; 1. 'answering the questions 'asked' by ""the customer- about the • '. 
, warranty , A „ \^ * 4 ,:. \.« * 

2., understanding and interpreting to the customer -the terms 
•«>"'■ and conditions of the" warranty,- and.- / • ■ 

* » . ■ 0 ■ . ri " • ! ' ° - / ° 

• 3. "unders tanding and •i hter.jjre.ting to the customer "where tef^ave 
the watch \s'eryiiced. .. * • ' •' " ' '< 



PROCEDURES 



You are to listen to a customer Who "has* .purchased a watch 'but 
\ , does not completely understand the f warranty. The'iast watch 
% _ bought was not covered by a? warranty. „ • The customer wants to 
;. ^understand w ( hat .he/she Can v do,if 'tfje wateh ; stops* working. » , 

^ 1. You will be briefed by the event chairperson. 



'2.'' You s 



hould familiarize yourself with the Evaluation Sheet; 
. so you will become aware of what .wf IT "be eval uated. 

..3: Each evaluation will begin when the participant is" in place 
.*. . " behind .£he counter*. . . ' 

. • ' ' . '/ • '. ' ' • ' - ,; ; 

4. The customer will approach the parti ci pan t^who is acting ' 
• as a salesperson in the jewelry department. At this point, 

the event will begin. * ^ \ 

■ . • . . . 7 ; ' A 

5. The purpose of this event is for the participant to explain 
the warranty whifh accompanied a watch purchased. 

I ■ . ' ■ : ' \ 

6. On. approach to the salesperson, the cus'tomer should begin 

, the conversation.- After the introduction and/or greeting, 
tie/ she will simply begin by saying, "I bought a watch here 
•yesterday and .when I got home and, read the Warranty, I 

.was a little confused. Would you mind explaining it to' . 
me?" • " • • ' 



* This food marketing event was prepared by Phil Cahoon, Supervisor 
of Dayton City Scjriools, Dayton, Jhio as^part of a U.S .O.H. . funded pfoject. 
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General Merchandising 
Prod', & SerV Tech 
Judges Instructions 
Page 2 



.-The coTiversatim should a series of explanations by 
thWp^rticipan.t.^bout the Warranty. The customer should 
■ V. ^e^r§pare<i to, a/k certain questions.- Examples of possible 



>n»pai 
questions are: " 



ai Is it warranted for. 12 months or 18 months? 
/. If I drop it and it breaks, can I sehcf it. back? 

What happens 4 if if, does stop' running - do I get another 
••' watch? 

*d..,; What does "void" rriean? . • - 

e, » If it needs to be repaired, where do I send it - or 
, can, I take it somewhere here in' town? 

f. If f have to send it off ? do I4u.st put it in an 
J envelope and mail it? 

, . _ These, or other questions may be used. The customer should 
try to be Consistent with. each participant,. Be sure to 
review the Evaluation Sheet. You should, hear the informa- 
, , tion needed from the* participant. 

8. As soon as the customer feels all of the items on the S 
Evaluation Sheet have been covered, -he/she'may end the 

. • evejit with a closing statement and leave the evaluation 
area . , ' 

MOTE: Each ^participant isfallowed § minutes. for this :part 
of the event: The timer shojld signal youthen 
time is up. < 

.9. When the event is over, evaluate each participant. The 
timer will collect the Evaluation Sheets from you. 

Evaluate the, participant on'.his/her product and service technology 
skills as reUted to the following criteria: 

Excellent - the participant offered- the information wholeheartedly; 

was confident; did. no t„ Have to be asked; 1 eft i the* ■ 
customer totally informed. ' 
Above Average - the participant, offered .information"" without being 
* . asked but only offered necessary information (not 
voluntary information). :. 
Average - the participant was asked by the customer to explain or 
to clarify. ' The information was. offered by the partici- 
"' pant but still failed' to satisfy the -customer completely. 
Below Average - the participant was not confident in giving infor- 
mation and did not really understand tt)e warranty. 
He/she offered -1 imi ted help to the customer. 
Unacceptable - 'the participant offered no infection ofT this item; 
■ . - -or when asked by the customer,' he/she had no reply. . 
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^1° °7Q General Merchandising ..l-, 

■ L ' /y • Prod. .& Sm. Tech 

• * ; ' •. 5tucfent Instruction Sheet 



OBJECTIVE'S 



-The participant will demonstrate product an*d service 'techno Ihqv skills 
in the occupational category of general merchandise byt- . y " 

% 1. answering the .questions asked by the customer about the 
warranty, • . v »; ;, , ;v .• 

2. understanding and interpreting' to* the customer the terms and 
conditions Q^the warranty, and :> ;V 



3.. understanding and interpreting to the customer where tSaW' V - 
the watch serviced. ■ . r . - : - . 



the watch serviced. 

PROCEDURES ,<•. ■ ' f . „ ■. • */'V ""'^J/ ! 

You are^to assume the, role of a salesperson in .the jewelry ^departmehfc 
of a general merchandise store. You have just been approac*hed""b.y- ' : ' ; ' 
a customer who is. concerned about the warra,nt/on his watch 
he/she purchased yesterday. . 1 • . : ™ f 

1. You will i>e'given ten (10) minutes for the briefing; session^ 

. During this time framed you are also to familiarize yourself- -V. 
with a watch warranty which will be provided, you may .tak<T ; " V 
the warranty sheet with, you into your event. 

2. You will be shown to the evaluation area by the -proctor.... 

3. You will be standing behind a. counter or ytabie, acting as' if it ' 
were a sales counter in the jewelry department.; < .' 

4. A customer wi,ll. approach you with a problem concerrilhq the '• • 
warranty coverirtg a watch f^e/she purchased. 1 

5. You win be .evaluated on interpreting the warranty. You win • 
help the. customer understand the information included" in the 1 • 
warranty. . \ ■ , " ; . \;: 
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air' 1 



'StG -^34 ~" **■ *r<*: - A^GeneJRa.t Merchandising 1 ^. "" .-sH*. : ,v- 

| ; ; vl ^ V-V- • ^.7. *:;jy^rod.-$ $w. Te'iih" 

. v , f : . "Student Ha^^t? y "' : U;;V ' ; 



t> . ?■ ■ '-. ■■'.. - 3 .-. 



. ,«v 



"V, 



; dealer *f$jm ^n.^mch*&&: U< ^ ' - * -° % -' i^-- 

' ^ fe s ^ - led). -at ou^opttiGTi .p'nb.^ed^it4 : .fe«ed-to uf wi th • • .v . 

S?^F r S r :-? rv y 1 ^::^ necessary fonereas^ns t)ay6tid ^o u r xon&ol in ^W>:» ■ •; 
. whicMcase;a mo^rat^ddi^l ^a^e wili ,^ made. °' ! , " T'*"- V;V,',. 

■ 7^,3? S ^ranty^is^Gfl ip^e'cW o/^wa.tc&s 'tha^ave'been^et 
Jm^tm FOR y©i)R tlMECO WATCH - 

f-"" . ' . ' ; 'i " .... ... ... ... „ 

1. -Wind ftfylly,^p Sy > ,.prl.ferably ; a) tb^Isame hour. "(This does 
....... ..not apply te ..-seTfwi nd yodels.) ,. - .: - ■ Q? 



■ O * 



\\ n 



bave'it repVaceci *at once 



Service"-- r • " . " . V... . ^ — " ~v..; ' \;- : > " . \- ' «r 



* : :<i; Por- cleaning and repair, quick, competent- service can be providea'bv voov^ ' ' V V-v 
■ nearbygeweler watch repairman, dr one bf the 6 P 6 tIMo 

., s -.-V Watch Service "Centers... (For the address of ■ Service (l^r ltfwfe?^r -^V - " 

^\.y?"J 00k ™ the yellow: pages- of 'the telephone" dHvectoty?) Al^naSSly^" " : 
} ':^:^^^ t0 ;° Ur ^PT^^e Celte^.^iir l^^^ JK, 

_ i,, .^atcff ftfnce Centerror Maife/tq ; y^%ct5r>..Ser>ice Center ?^ hpr . 

■."<;.- .... ■..-.!> eorp;-:.. pa;. Box 27-40 '-. .. ■•''ii;,.-....; 

• •., For. safer, and- fasten serVi&/ : we-ach(ise youJfd us^ f.irst dais «>»fr ».»n 'H 
f e eause , ? f the Erased perce£ag\of!ss& k^r rfl]: tn the "pfetal N ^ ' 
; .Sery.vce,-^ r^cptend refti s teriSg prN nsuring jyouK package '' f f. yod^o *U 

• • ' .'• >: vV7 : „ „c> -. ' '.;;vv * ■ "J.--,*"* • 

• •■ t ^»> x - ; "51- - • , v/vV •* "< '"" v : " ■ 

ERIC _ ^ '. '%---"lf ?: 
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".'Ohio.DECA '< ' ' - > .' ~ m u 

cir 7o ■•' • • General Merchandising 

. :; .. ■ 1 • Prod, & Serv. Tech 

• Evaluation Form 

' — Judges Name; ' Total Points 



^— Participant # _________ Participant Name 

1. To what degree did the partic-ipantexplain the length of the warranty? 
' Unacceptable Below Average* Average " ' Above Average Excellent' 
• ' 0 " 1 " 5 /-V- '., , 3 ' 4 5-6 . ' 7-8- . 9-10 ■ 

2 ' ; Wtehlted^W "^"V**'"/** conditions under which 
• Unacceptable ' Below Average . Average ' " Above Average Excellent 
^T 1 " 2 . • '3-4.-5-6 7-8-9-16-11-1.2-13-14 15-16-17-^ 19.-20 " 
... 3 -. .. To whdt de 9.. ree did the larticipant explain the- word ^'vdid"? " ' 
Unacceptable Bel oV- Average Average. Above Average Excellent 
• . 3-4-5 6-7-8-9-10 11-12-13 14-15 

4. To what degree did the participant explain whether another wa4:ch 
' her watch P * ^ C - tom6r 1f some thing went wrong with his/ • * 

Unacceptable '. Below Average ' Average' Above Average' Excellent 

■2 

• 0.-1-2. 3-4-5-6 7-8-9-10-11-12-13-14 15-16-17-18 19-20 

§. To what. degree did the participant explain where the customer may 
send or take the watch for repairs? 

Unacceptable Below Average ' Average Above Average / Excel lent 

0°" l ~ Z 3-4-5.-6 7-8-9-10-11-12-13-14 15-16-17-18 19-20 

6 * I^Sfwh^T **? P artl ^iPant explain how the watch should be 
mailed when sending for repairs? ; 

.Unacceptable - 'Below Average . Average ' Above Average. Excellent 
' 0-1-2 ^ . 3-4 : . 5-6 •■ ' 7-8 ; 9-10 1 

7 * ^p& ledVe f ^ing t that everything was / 

• ■ t . V es {S\ jo (0) .'. ■" ;' 

• •' ' • . . ' 203 ' 
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Competitive Events 



Petroleum 
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SLC -v 1982 ' ■ Servj.ce Station Retail'.* 

." • . . " . " - Selling' .> ■ V 

Stu4en£. Instructions ■- 



COMPETENCIES 



J. Skill in. showing a ^gen^ine interest' in; the customer s problem. 



2. Knowledge o*f the ways to show that, an item of merchandise is suited 
for the purpose the custpmer has^in mind. 

3. - Understanding* of the ways to interpret the futures of -a. product in 

terms .o f benef it s > to the - cus-tomer^- - ~~.-Jm :...». f .„. — ; 

4. Attitude that a salesperson must have sufficient knowledge of the 
merchandise they sell in order to answer a customers questipns 
satisfactorily. • , * * 

' - \ ." 

OBJECTIVES . - 

The participants will demonstrate their ability to persuade the customer 
to purchased product that will besfc : satisfy their needs. . 



DESCRIPTION 

The participant will be assigned the role of a salesperson in a tire store. 
The salesperson- will be approached by a . customer who wishes to. purcha$e two 
new tires for the car. - The salesperson must .persuade the customer to pur- 
chase the tires provided. . \ .: 



PROCEDURES, 1 

Yqu will assume the role of a salesperson in a tire store. A.customer will 
enter and ask for your ^resistance in selecting tires. A Product Fact Sheet, 
will, be provided for 'the tires that you must sell. You. will be given ten (10) 
minutes to prepare for the event and review the Product Fact Sheet. You will 
then be directed -to the participation area. A table/counter has been set up 
in the participation area. The tires that you are to sell are placed on the 
table/counter. ■ The customer will approach you. and during the next eight (8) 
minutes, you must present the product in an effort to complete a sale. 

You are not required to continue after the customer has agreed to purchase 
the tires. When the customer is ready to buy, direct the customer to the 
front desk to- pay for and pick up the tires. 

vf 



*This service station retail 'event was prepared by William Krosky as 
part, of a U.S. G> E. funded project. • 205 
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Service -Station Retail] 
Selling ' *~ \ ■ 

Customer /Judge. Instruction 'Sheet 



*You* are to assume the role of a customer in a tire store, Vou approach a 
salesperson (the' participant) and ask for assistance in purchasing .two new.; 
tires. During your eight (8) minute conversation with the salesperson, be 
sure to" follow these guidelines: • " . 

A l. Expiai^ tires in your car must be replaced, 

2. If., asked what- type, of car "you drive, provide this / 
information: 

.* 1 » o 

A. /1979 Dodge Omni ♦ '. '.- 

b. 4-cylinder , . 

c. Your car* now has 18Q-13R tires > 
- d. You drive 20.000 miles a year . * 

3. '- State that your last tires, lasted less than the guarantee 

had indicated t and that the store where you purchased them 
. M • refused, to honor the guarantee, « ■ , 

4. Ask about the guarantee on these tires: , .. 

• »i ^ 

a. How long are they good for? * 

b. WillJthe store replace 'the tires free of charge if 
' they do not last as long as the guarantee implies? 

m 5. Ask why Xhe tires *are so exppasive. ' < 

6, .Agree to purchase the- tires, but only after all of your - 
questions/comments have been addressed and the participant \ 
has had ample time to -complete" the sale. 

7. Do not allow the conversation to g& beyond eight (8) minutes. . 
The participant should ask you to pay for and pick up your . 
tires at the front" desk. 
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JUDGE'S INITIALS 



Participant '/ 



Service Station Retail- 
Selling - " 
Evaluation Form . 



DID THE PARTICIPANT 



• • • 



EXCELLENT GOOD AVERAGE FAIR POOR RATING 

-. • ' 

1. Open and v c lose the sale * ■ * 

. adequately? •■ 12- 11 . , 10 9 8 7 6 5 4 3 2 .1 



2. Dembnstrate a genuine 

interest in % the customers - ".. 

prqblem? M 12 .11 10 9 8 7 6 5 4 3 2, 1 

3. - Demonstrate concern that " ■' * • . 

■ <i . 

the customer needs tires 

to fit driving conditions? 12 11 . 10 9 '8 7 ,6 5 4 3 2 1 

4. -Convert product features 1 ' 

into customer benefits? 12 11 ' 10 y 8 7 6 5 4 3 2 1 

5. Possess adequate informa- 
tion about tires? 12/11 10 9 8 7 6.5 4 3 2 1 

6. Respond . to customer 



questions effectively? 



12 11 -10 9 8 7 6 5 4 3 



..,7. Develop confidence in the\ 

mind of the customer that ' * 
the information provided 
- was valid? 12 11 10* 9 8 7 6 5 4 3 2 1 

8. Demonstrate an overall 

ability to respond to the 
customer's needs in an 
effective manner? 16 15 14 13 12 11 10 9 8. 7 654 3 2 1 



TOTAL POINTS 



% 
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Service Station Retail 
. Selling- 
Administrative Instructions 



SCHEDULE DETAILS 
The twenty (20) minute event will proceed as. follows : : 

t 

0:00. - 0:10 The participant will review the Student Instruction 
* ■- .Sheet and. the Produ'ct Facjt Sheet. 

0:10 - 0:18s The participant w^.11 be directed to the participation 
room where the performance segment will take place. 

* * 

0:18 * 0:20 The judges will rate ^tudent performance on. the . 

evaluation fofms provided, * t \ 



ADMINISTRATIVE SUGGESTIONS > ' . 

lo Preparation room^is needed for the ten (10) minute review of Student 
^Instruct ion Sheet and Product Fact Sheet. 

; . ; . ■* ■ ; • 

2.. Participation room is needed for the eight (8), minute performance., 
segment, A counter/ table should be provided with t.he selected tires 
placed on this. The room arrangement, should allow judges i^o view and 



3. 



hear the performance process*. ' 

See that judges get a copy ofProduGt Fact Sheet, 



MATERIALS / EQUIPMENT NEEDED " : . * 
"l/ Tire selections 

2. Copies of /Product ''Fact Sheet (this mu^t be developed after the tires 
have been selected.) ^ 

3. " Copies of Customer Script - 

v 

4. Counter/Table , 

.■> ■ ■ » 

<•» 

5. StOD watches (3) • *. 



PERSONNEL NEEDED 

1. Prep Room Assistants (2). V 

2. Timers (3) . 

3. Customers (3) 

4 . ' Judges (6) \ 



2,99 
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■ ✓ Service Station Retail 

/. Selling rt . * 

Administrative Instructions 



RESPONSIBILITIES . 

A. Event Manager ~ This person is resp.onsible for all major decisions 
necessary in this eyent. They will, set up xthe event', brief all 
personnel, see that schedules are followed ,\materials are where" 
needed, and. completed forms are turned into tabulation-center. 

B . Prep Room Assistants - _ ■ ( • ■ H . 

■ 1. Greeit students and check their .schedules to confirm correct order. 

■ ■ * V * < k 

2... Give each participant a copy^of^he- Student Instruct ion Sheet and 
. the Product Fact Sheet. V' ■ 

• 3. . Do not allow the preparation period to extend beyond ten .<\10) 
minutes. • 

.4. Direct participants to the part icipation room at the end of the \ 
preparation period'. 

♦ .5. Assist the event manager as time permits 

C. Timer 

— , / 

l. Do not allow the performance segment to extend .beyond eight (8) 
minutes. 

» 2. . Assist the event manager^as time permits. - 

D. . Customer 

1. Follow Customer Scripts 

2. * Be as consistent as possible with each participant 



SIC -1982 * 



Service Station Retail * 
Communications * " 
Student Instructions 



^COMPETENCIES 



Communicate with customers; supervisors arid others. 

Avoid misrepresentation of products and policies. 

Convey a positive image of self and firm. 
• « 

* Demonstrate appropriate knowledge of credit/credit default transactions. 



Skill in maintaining an objective point of view in problem situations. 

OBJECTIVES *■ . . ' ■ " • 
• < 

* ■* 

The participant will effectively explain. store policies pertaining to 
credit- -and payment, of merchandise. "» 



DESCRIPTION 



The participant will be. assigned the role of a salesperson in a full service 
gasoline station.. The participant, will be requited to explain to a customer 
that the credit card offered cannot be accepted. ' -* '«•'• 

PROCEDURES 

■ • f 

You- are a salesperson in a full service gasoline station. A frequent 
customer has stopped in .to the /station for two (2) new tires. After mount- 
ing ■ the tires and presenting the bill, you must "call in" for credit card 
approval. Your company tells. you the purchase is over . the. limit allowed for 
this customer and cannot be accepted. 

After - fully examining the above information and the company policy sheet, 
you-will be given five (5) additional minutes to determine your plan of 
action with the customer. Please make your conversation with the customer 
within. eight (8) minutes or until purchasing solution is mutually agreed 
upon. 

You, as a participant, have the, authority to suggest a solution to the problem 
in accordance to campany policies. 



ERIC 



COMPANY POLICY SHEET 

1. Treat each- customer ^s an individual so as to attract repeat business. 

2: Accept only store crediS cards for any purchase but remember to call for 
authorisation. 

3. Purchas.es 1 are to he "paid in full" before released "to customers. 

,t. f • • • 

.4. < Checks 's|nd other major company \ credit cards are not: accepted for payments 
"on any merchandise. . 

■ ■ . • - 210 • 
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*This service .station retail event was prepared by. William Krosky as 
part of a U. S,0.E. funded project, OA-fi ; 



GUARANTEED 
'SERVICE ' 

(GUARANTEE DSTA.ILS ON REVERSE SfOE) 
NEW CAR OWNERS 




"RETAIN THIS RECORD FOR YOUR 
WARRANTY PROTECTION" * 



DATE 



MILEAGE 



V3 7 g 2 - 



CUSTOVt-fl TELEPHONE NO. 



CUSTOMER'S AUTHORIZATION 



SERVICED SY 



VEHICLE SERIAL NO. 



YEAR— MAKE— MODEL. 



UCERSC^O. 



DATE 



MILEAGE 



V g/ a- £ 



LUBRICATED 
□ 



■ OIL CHANGED 

; □ 



DEALER STAMP 



TftSET ADDRESS , 



CITY 



STATE 



HP CODE, . 



WO»K 


WOAX 


PRODUCTS 


QTY. 


'UNIT" 
PRICE 


AMOUNT 


WO«K 


WORK 
DONE 


SERVICES - 


AMOUNT 






MOTOR 
OIL 


□ SUPERfoR ALL SEASON 








ft 






CAR CARE LUBRICATION \ 










□ ALL SEASON □ HEAVY DUTY 














TIRES: O REPAIR D ROTATE 












V 












WHEEL BALANCE ' ' 










ANTIFREEZE & COOLANT ~: : v~^- : ; 














CAR WASH '- ^ 
























ENGINE TUNE-UP ' 




• 






" ^ '" r - " " 
















■ 






■ ... ,m ■■ ( 


















PAST NQ. 


. PARTS & ACCESSORIES 






















OIL FILTER 






















AIR FILTER 






















^ASOLINB FILTER 






















/PCV VALVE 














- * — : — " — 










2. 








































H 


■ ■, ( Spf/v t 3t*fa*vf p) 


























i T - 










— 1 ■ ■ 1 ' 




















f 


V m,m — -■ ' — «; 








































*■ TOTAL SERVICES 






TOTAL PRODUCTS— PARTS & ACCESSORIES 






ENTER TOTAL PRODUCTS. ETC. HERE 


J* 




SAFETY CHECKED 
TIRES . )gj MUFFLER . ' O FAN BELT 
□ BATTERY □ LIGHT BULBS ■ SHOCK ABSORBERS 
y BRAKES ^ TAIL PIPE C3 WIPER BLADES 


□ □ □ 














TAX 




■ > ** 


TOTAL AMOUNT □ CASH CREDIT CARD 









'CHECK CAR CARE.GUJDE FOR NEW CAR WARRANTY- REQUIREMENTS" 
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Service Station Retail 
'Communications 

* 

Customer Information\Sheet 



r r 



You are to assume the , role" oJE ^'customer in a full sd'rvice-Vgas station. 
You have just purchased two Jn/awf tires — they have been mounted on your x 

auto. ' , •> i ■ »••>-' .■ ■ 



SITUATION \ 




1. You used a store credit card to purchase tires from, a service station." 

' / 

2. The tires have already been installed. ^ ■> . 

3. Your credit limit is used and the store reliefers Jthe 'use of the . card 
-POINTS TO CONSIDER ■" - * ■ 

_^ — . \ ^ , 

. r* 

1. Try. to use a check, to pay^for the tires;. (It should not be acce'pied-- 
policy of the station.) . •■: -.' .' * 

2. You do not have enough cash on you to",pay f or r ' the tires-. v ' ' , '. 

3. Let the student ,Qpme >up with tt^e -solution, ■ \ 

4. Don't become irate or argumentative but do question thft procedures 
5 - Tr y. |° treat ed^h; participant the same. . • »' 
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Service. Station .Retail 
Communications- 
Administrative Instruction^ 



SCHEDULE DETAILS ~ ' 

Twenty (20) minute event as*, follows.: ? j . 

'.' / ■■ - •. ^ - . 

0:0G - 0:10 Participant will review instruction sheet and company 
« . 0 1 • \. policy sheet, and will pjLan strategies. . 



-.0:10 - 0:1.^ Practical with customer 



0:18 - 0:20 Judges will rate participant yperf ormance^ pn evalu- Q 
£tion forms provided. 



ADMINISTRATIVE SUGGESTIONS " 



1. Prep room is needed" for. ten (10) minute review" of participant iristruc- fc 
. tion. sheet and company policy sheet. 

2. Participation rooms are needed for eight (8) minute practical. Recommend 
three .rooms'. 

3. Judges must have" customer information sheet. Conduct run-through of 
entire event with all judges prior to competition. 



MATERIALS/ EQUIPMENT NEEDED 

1. *. Participation rooms (3) 

2. Prep room 

Copies of participant inf ormatio^and company policy sheets 

4. Copies of customer information sheet ■■ 

5. Blank checks for judges 

6". Counter* - 

7, Stop watches (3). . . * " 

8. Work sheet rejection ifS ' ' 



PERSONNEL NEEDED 
1; Event Manager 

2. Timer • 

3. Customers (3) 

4. Judges (6) 

5. Prep Room Assistant 
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• Service Stat ion-. Retail 

Communications 
'Administrative Instructions 



RESPONSIBILITIES 



A » Event Manager - This person is responsible- for all major .^decisions 
necessary in this event. They will* set up the event ^ brief, all per- 
sonnel, see that schedules are followed, 'materials are where needed 
and completed forms are turned into" tabulation center. * 



■B. Prep Room Assistants 



P 



I. Greet student^ and check their schedules to conform to 'correct 
order.. ' , v. 

"2. Give eaqh participant eopy^of instructions and company policy 
sheets. - 

3. Maintain ten (10) minute prep^ time. * ; 

4. Direct participant to participation room. 

5*. Assist event manager as needed as time permits. 



C . Timer „ 

,1. Maintain practical within eight .(8) "minute limit. * 
. 2. Assist event manager as needed as time permits. 

D. Customer 

1. Review participant inf ormat ion ^sheet and company policy sheet. 

2. .Follow customer script making certain that you feel comfortable 
with information sheet. 

3. "Be as consistent as possible with each part icipant * 

E . Judges - ' " * * 

1. Review participant information sheet and ' company policy sheet. 

2. Review customer information sheet. 

3. Understand evaluation sheet thoroughly. - * ' 
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Participant . // 



r 



JUDGE'S I NIT IMS 



Service Station Retail. 
C.ommunicat ions 

■Judge Evaluation Form 



DID PARTICIPANT . . .< . 



■ 1. Giv f e^an adequate explanation 
of store policy? / 

2. Give, ad equate reason for . 

denial of credit card . purchase 9 



3. Speak clearly so as to be. under- 
stood (consider diction, eniincia- 

^ tion, proper grammar, appropriate 
phraseology 'and proper English)? 

4. Demonstrate courtesy at all 
times during convers^ti^rfTT^ 

5. Listen and respond to customer 
questions? 

6. Reflect a good business image 
of store and. self? 



7. 



8." 



9'. 



Offer a feasible and practical 
solution to customer's problem? 

Shoty a genuine concern for cus- 
tomer? 



10 9 



10 9 



10 9 



10 9 



10 '9 



10 9 



10 9 



10 9 



Demonstrate a cooperative attitude 
in working our course of action to 
be taken? 10 



10. Thank customer for business? 



10 



9 
9 



v 



Excellent Good Average Fair " Poor ' Katiny 



8 7 



8 1 



8 < 7 



.8 7 



8 7 



8 7 



8 7 



8. 7 



6 6 4 



6 5 4 



6 5 4 



6 5 4 



6 5 4 



6 5 4 



6 5 4 



6 5 4 



3 2 It) 



3 2' 10 



3 2 10 



3 2 10 



3 2 10 



1 0 



a 2 ■ . i o 



3 2 10 



8 7 6 5 4 3 2 1 0 

8 7 6 5 4.32 "l 0 ^ 



/TOTAL POINTS 



100 Possible Points 
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Name 



Merchandise Inventory. Sheet - / 

' . ■■•ft; ... 

-Inventory as of December 31 
STOCK No!. 



.1501 

1502" 

1503 

1504.. 

1505 

1506 

1507. 

1508 



20* 



24V. _ 30" 



\ 



36" 



Participant // 



Service Station Retail* 
•Ma-them&tics ' •' - 

, Student Instructions 



40" 



48" 



TOTALS 



V 



J 



One* (1) Point for each Stock No.. Inventory and Total' 

Total 'Unit Inventory (2 Pts.) 

■* . ■ ■ ■ 

Total Inventory at Cost \i Pts.) 

. y - V ■ 

Total Inventory at Retail (2 Pts.) 
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Oil Inventory as of December 3.1 



TYPE 

10 W:-40 

10 W 30 

5 W 20- 

5 W 30 

«■ 5"W 40 ' 



TOTAL: 



INVENTORY COUNT 



C0ST- ; 



Two (2) .Points each Oil Type} ' 
Four (4) Points each Total ./' \ 



RETAIL 
?n 
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Merchandise Inventory Sheet 
OIL 



" *bil .Inventory as of December 1 
TYPE v • ' CASES (24 Count) 



10 W 40 
10. W 30 

5 W 20 . 
' 5 W 30 

5 W 40 



. 4 
4 

5 

, 2 

2 



Service Station Retail 

Mathematics 

Student Instructions 



■JS UNITS 



. "7 



11 

I 
4 



Oil Sales for" December (Mark-up 24%) 



TYPE 
10 W 40 
10 W 30 
'5 \f?0 
5 W 30 



r 



5 W 40 



UNITS 
42 
21 
37 
.28 
31 



RETAIL PRICE 
$2.00. 
-$2.00 
$1.5Z, . - 
$1.52 
$1.52 



J ". 



*This service station retail event was prepared by William Krosky 
.part, tif a U.S.O.E. funded project. " • . • * 217. 



Service Station Retail 
Mathematics 

Administration* Instructions 



SCHEDULE .DETAILS- ', 

This sixty (60) minute event will proceed as. follows: 



0:00 - 0:6.0 



The participants will review the Student Instruction 
Sheet and Merchandise Inventory Sheets and will- 
record all answers/totals in appropriate spaces. 



ADMINISTRATIVE SUGGESTIONS - ./ 

1. Large room for all) participants. 

T. M&&t&ie space beti/een' each participant. 



/ 



MATERIALS /EQUIPMENT NEEDED • • ,' 
It Pencils and /or Pens 4 
,2. Copies of Answer Keyg 

3. Scratch' Paper \ 

4. Participant Instruction Sheets and Merchandise Inventory Sheets 

5. Stop Watch 



■A: 
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Service Station Retail 
Mathematics 

Administration Instructions 



*' PERSONNEL NEEDED 



Proctor /Timer /Grader (2-3) 




RESPONSIBILITIES 



A. Event Manager - This persQtl is responsible for all major decisions 

necessary in this event. Manager . tfill set up event, brief all personnel, 
see that materials are where needed and completed answer sheets are 
turned in to graders.- 



B. Timer 



1) Distribute copies of Student Instruction Sheet /Merchandise ^ 
Inventory Sheets . v 

2) Give instructions as to name and ID number. - 

3) Answer questions relating to event proceedings. * 

4) Limit event to sixty (60) minutes.. 

«: ..... 

5) Assist, event manager, proctors as needed as time permits. 



C. Proctors 



.1) Survey identified portion of participants for full sixty (60) 
minutes. 



\ 



2) Assist event manager and timer as needed as time permits". 



D. Graders 



1^ Score as per Answer Key. 
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SLC 1982 '' Service Station Retail * 

■/ . Mathematics . 

Student Instructions 

COMPETENCIES • i • 

Skill in multiplying and extending figures • 

. . v 1 . .. 

Skill in; add itig columns of figures. v , • v 

Skill in taking accurate stock counts of merchandise for ordering, 
inventory, or unit, book Control;. '•->*-*. 

Skill in jUeing forms and records necessary in' inventory control... 

■ ■ " * 

Knowledge of the procedures involved in merchandise count Jor 
physical inventory. * 

Knowledge of retail operating expenses including inventory, buying 
and selling procedures. . * 



OBJECTIVES 

The participant will, demonstrate mathematics competencies necessary to 
determine inventory count,' calculate co^t and retail v£ttte of merchandise 
on hand at inventory time. 



DESCRIPTION 



The participant is employed in a full-*service gasoline station. Using , the 
information and data on Merchandise Information Sheets provided, the parti- . 
cipant must determine the inventory count,, and establish the cost and retail 
value for the merchandise in-stock as of December 31. 

You are to assume you are employed in a full-service gasoline station and 
are to finish the inventory sheets for V-bel'ts and oil on December 31. . 
Mark-ups are- figures on the retail price. Mark-down percentages are 
figures on original tetail prices. 



PROCEDURES , \ * 

1. All answers are to be. Written on inventory sheets provided. 

2. Scrap paper will be turned in with finished test. 

3. All questions or blanks on test not answered will be .considered wrong. 

« * * 

4. You have sixty (60), minutes to complete this activity. Use your time 
wisely. 

5. *' there were no purchases of V-belts or oil in. December. 

■ " .. . ■ ■ . 311/ ' ' 22 °.. 

*This service station retail event. was prepared by William Krosky as 
part of a.U.S.O.E. funded project. • . * * . 
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Merchandise Inventory Sheet . 



V-BELTS 
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# 



Inventory as 


of December 


1 










STOCK NO. 


20" 


24" • 


30" ' 


36" 


■ 40" 


48." 


1501 • 


io :• 


12 


12 


15 


12 


10 


.1502 


. 8 . 


9 


. 10 


. 12 


8' ' 


. 7 


"1503 


• 6 


5 


1.1 


. 9 


•6 


4 


1504 


7 . 


11 


8. 


10 


6. 


3 


1505 


9 I , 

■ 


9. 


8 


10 


• • 5 , 


3 


. 1506 


(• 

: 12 • 


10 


1.4 


14 


9 


.' 6 


1507 

-r 


■ 6 


6 


10 


8 


8 


5 


1508 


14 . 


10 


16 


.10 


12 


8 ' 


■ iV 
; i 
'] 

V-Belt Sales 


for December 










STOCK NO. 


20" 


24"- 


30" 


• 36" 


■ 40" 


48" 


1501 


8 


9 


. ,10 


12 


9 


7 


1502 


5 


*7 


9 


10 


8 


6 


1.503 


5 . 


5 


8 .. 


6 


■5 


3 


1504 


4 


10 


4 




4 


2 


V 1505 ' 


9 


4 


6 


9 


3 


0 


, 1506 .. - 


12 


3 


11 






. -6 


' .1507 


i 5 . 


2 


7 




" • 7 


-4 


: 1508' . 


0 

10 . 


8 


■ ii V 


9 


.10 


• 7 . 



V-Belt Stock No. 1501-1504 
V-Belt Stock No. 1505-1508 



Retail @ $6.00- (40% Mark-up) 
Retail @ $8.50 (40% Mark-up) 
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